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ough Proofs 


Joseph H. Ream told the Chi- 
ago Federated Advertising Club 
pril 1 that 1,000,000 television 
ets will be in use by the end of 
is year. 
And he wasn’t April fooling. 


Those who think the quote, | 


The mass of men live lives of | 
uiet desperation,” is very mod-| 


rn stuff may be interested to 
now that it was written by) 
horeau in 1854. 


FC&B Incident 
‘Closed,’ Riggio 
Seeks Peak Sales 


‘Sold American’ Total 
Nears $900,000,000; 
Ad Plans in Making 


By L. M. HUGHES 
New York—Vincent Riggio de- 


/posited his slender little figure in | 


bhany, owned by the French gov- 
rnment, 
itadel of free enterprise and Gen- 
ral Motors with a newspaper and 
business paper promotion cam- 
aign. 

vvy 
It’s hard to tell whether the 
nost attractive feature of the 
Renault car will be the rear en- 
ine design popularized by Pres- 
ym Tucker or the $1,195 price tag. 

vvy 


“Griswold urges executive status 
r promotion men,” headlines the 
yorld’s greatest advertising jour- 
al. 
It’s just one more thing for pro- 
1otion managers to promote. 

F 


When FC&B resigned the Amer- 
‘an Tobacco Company account, 
ew recalled that A. D. Lasker 
ad set the precedent 10 years 
go when Lord & Thomas tossed 
he Quaker Oats business out the 
indow. 
F 


The Michigan Tourist Council 

made a survey and found that 45% 

f its visitors last year came to 

sh, but nowhere in the report is 

answer to the $64 question, 

Did they catch anything?” 
vvy 


Bing Crosby says he has tall 


he 


hopes for his ball club, the Pitts- | 


burgh Pirates, who finished last in 
947. 
How would seventh suit you, 
3ing? 


Things must be beginning to get | rose 8.06% 


back to normal. Anyway, produc- 
ion men say that every once in 

while now a paper mill offers 
0 send them a sample book. 


vvy 
it’s always necessary to have 
omething to worry about. Phil 
‘rigley has quit worrying about 


ne 


chewing gum business, but he 
still worry plenty about who’s 


ing to play shortstop for the) 


uds, 


“Fairchild editors have stepped 

n plenty of pet corns—but strictly 
ine of duty.” 

An editor sometimes has to dis- 


egard the agency slogan, ‘Never | 


ock a client.” 


Tie baby food market is plenty 
but statisticians should know 
a lot of housewives with no 

feet pattering about buy 
ed baby food for vegetable 


ring is here at last—the robins 
hirping and the umpire says, 
ball!” 


S 


Copy Cus. 


is going to invade the 


| Chain Store Sales...... 


|the big black chair behind the 
'big black desk in the third-floor 
|corner office at 111 Fifth Ave., lit | 
'a long cigar, and said in his mild- | 
| but-final way: 
“The incident is closed.” 

He would be glad to talk about 
|American Tobacco Company's | 
| progress in selling Lucky Strike 
'cigarets. As vice-president in 
charge of sales for two decades | 
land as president for the past 19 
/months, selling Luckies was and 
is his main concern. 

The resignation of Foote, Cone 
|& Belding from the company’s ad- 
vertising account, following closely 
the resignation from the company 
George W. Hill Jr.—which 
‘brought with them reports of 
|stockholder battles to unseat the 
management—all are a “closed| 
book” by now, Mr. Riggio said. 

At the stockholders’ meeting in| 
Flemington, N. J., April 7, he’ 
pointed out, the company’s direc- | 
tors had received “the biggest vote | 
of confidence in 20 years.” 


Volume to Hit Record 


In a letter to American To- 
bacco’s 78,000 stockholders, writ- 
_ten April 8, Mr. Riggio showed 
|that “the management’s candi- 
dates for the full board of direc- 
_tors received 98.6% of the 2,- 
| 721,214 votes present at the meet- 
| ing or by proxy voting for these 
candidates.” Two proposals. to 
amend the by-laws to scale down 
|executives’ compensation “were 
| defeated by a vote of approxi- 
mately 92% of the votes cast.” 

In the first quarter of 1948, 
American Tobacco’s dollar volume 

from the _ parallel | 
| period of 1947, with Lucky Strike’s 
junit sales up 5.06%. If the current 
|dollar trend is maintained, the 
|}company’s volume will rise from 
$820,000,000 in 1947 to more than 
$900,000,000 in 1948. 

Mr. Riggio denied a report that 
Richard J. Boylan, the company’s | 
vice-president in charge of pur- 

(Continued on Page 78) 


Business Census 


still possible for ‘49. 
See ‘In Washington,’ 
Page 32. Other features: 


Ad-libbing ...... 


Advertising Market Place 
. 
: 


. 16] 


Creative Man's Corner. . 
Department Store Sales 
Editorials 
Farm Publications Linage 
Getting Personal ....... 
Information for Advertisers 
Magazine Linage 
Obituaries .......... 
Photographic Review 
Private Lines 


66 


. 3 


| Voice of the Advertiser 


Rough Proofs ..... I 
70. 


| settle details of 


over Anariea... Smokers Report 


NO CIGARETTE 
HANGOVER 


when you smoke PHILIP MORRIS! 


HUNG OVER?—Philip Morris is teeing 
off on a $7,000,000 campaign, with ads 


due to break this week. Biow Company 

handles publication and evening radio, 

and Cecil & Presbrey is the agency for 
Philip Morris daytime air shows. 


Philip Morris 
Launches New 
$7,000,000 Drive 


New YorKk—lIf you’re suffering 
from a cigaret hangover, Philip 
Morris & Co. is rapidly bringing 
up a $7,000,000 advertising rem- 
edy. 

During the week of April 19, 
the company will start firing in 
large space ads in 493 newspapers 
keyed to the theme “All over 
America, smokers report No 
Cigaret Hangover when you 
smoke Philip Morris!” 

The copy was tested originally 


in Ohio and is being expanded 
nationally. The campaign will be 
carried in “52 large-circulation 


comic sections” in the series al- 


featuring Johnny. 


At the same time, the theme 
will be incorporated into the com- 
pany’s five radio shows: ‘“Heart’s 
Desire” and “Queen for a Day,” 
five-a-week shows on Mutual and 

(Continued on Page 8) 


ANA Speakers Indicate 


Honeymoon 


is Finished 


Admiral Starts 
Henry Morgan 
Television Show 


More Efficiency, 

Greater Values 

Sought by Admen 
(Other stories and pictures of the 


ANA meeting appear on Pages 49, 
58, 64, 71 and 74 of this issue.) 


Cutcaco—More than 300 lead- 


| ing advertisers took a critical look 


WasHINGTON — Henry Morgan, at the advertising scene here last 


the comedian who seems to thrive 
/on sponsor trouble, took to tele- 
|vision for Admiral Radio Sunday 
(April 18) in the first regularly 
scheduled program on ABC’s em- 
|bryonic television network. 

With a cigar store and wooden 
‘Indian as a backdrop he emcees, 
/under a 13-week contract, a half- 
hour variety show from 6:30 to 
|\p.m. It originates on WFIL-TV, 
| Philadelphia, and is also heard on 
/'WMAL-TV, Washington; WMAR, 
'Baltimore, and WABD, DuMont 
|station in New York. 

After August 1, the show will | 
'switch to WJZ-TV in New York, | 
‘and may be extended south to} 
Richmond, where an NBC video | 
outlet is soon to go on a com- | 
mercial basis. 

Besides being a drawing card 
for the youngish ABC television | 
operation, the Morgan show is a/| 
plum for the two-and-a-half year 
old Washington advertising agency 
of Robert J. Enders, which is rep- 
resenting Admiral. 


Enders Bid for Show 


According to Mr. Enders, the 
program was purchased as a 
“package deal” from ABC in com- 
petition with a number of impor- 
tant Philadelphia agencies. 

Mr. Enders has taken over a 
share of the Admiral advertising 
‘handled by Cruttenden & Eger, 
‘Chicago. His agency assignment 
covers most major markets east 
of Chicago. Mr. Enders claims to 
have one of the largest television 
agency operations in the country. 

(Continued on Page 73) 
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Last Minute News Flashes 


Jantzen to Spring Biggest 


Drive in May 


PorTLAND, OrE. — Jantzen Knitting Mills will launch its largest 
swimsuit and sun clothes campaign starting at the end of May with 
full-color pages in Esquire, Life, Mademoiselle, Seventeen, Sport, The 
Saturday Evening Post and True, plus outdoor posters throughout the 


country. 
stantine & Gardner, New York, is 


The campaign will continue through July. 


Botsford, Con- 
the agency. 


Episcopalians Meet to Decide on Ad Drive 


Nrw YorK— The National Council 


of the Protestant Episcopal 


Church will hold a meeting May 5 here, presided over by the Right 
Rev. Henry Knox Sherrill, presiding bishop, at which the group will 


its 


forthcoming advertising campaign. 
propriation and agency will be announced at that time. 


‘Necco Candy Bar Gets Ist Magazine Ad Drive 


The ap- 


CAMBRIDGE—New England Confectionary Company will use a na- 


64 | tional magazine for the first time in its history, April 19, with the 


beginning of a series of half pages in Life, featuring Necco Bolster 


bar. 


_ 12| newspapers and on 37 stations throughout the country. 
_ 62| zine schedule may be increased later. 


New York. 


The company recently began promotion of the candy bar in 60 


The maga- 
The agency is LaRoche & Ellis, 


Aer-O-Sol Gets Harrisburg Test | 


| Bripcerort, Conn.—Bridgeport Brass Company is testing’ Lix Aer- 
: 4 O-Sol odor killer in the Evening News, Harrisburg, Pa. The agency | whose audiences have been tested, 


is William Esty Company, New York. 
(Additional News Flashes on Page 79) | 


| section 


week at the spring meeting of the 
Association of National Adver- 
tisers. 

Their reactions, as indicated by 
a score or more of talks, were 
/simple: Advertising must go back 
,to work, must be more efficient, 
|more carefully planned and more 
intelligently bought and used than 
ever before. 

An indication of the type of 
“hard boiled” thinking at the meet- 
ing was provided Tuesday by Mar- 
shall Adams, Mullins Mfg. Cor- 
poration, who reported, on the 
basis of analysis of 1,000,000 cou- 
pons, that as far as his product 
(kitchen equipment) is concerned: 


‘Tough Conclusions’ 


“After you have included a cer- 
tain number of mass magazines on 
your list the new audience which 
you reach by adding another mag- 
azine is indeed small... 

“After you get as many as nine 


|mass circulation magazines on your 


schedule, you could leave off any 
one of them and only lose about 


'5% of your audience... 


“Editorial content or lack of edi- 
torial content to ‘back up your 
advertising’ does not materially af- 
fect coupon returns . 

“The audience of one mass mag- 
azine (with circulation of 2,000,000 
or more) is remarkably similar to 
that of any other mass maga- 
zine . . 

“If we could not find any mate- 
rial differences between magazines 
by the coupons they produced, we 
wondered if cost per page per 
thousand did not become a more 
important factor than we had con- 
sidered it, and if certain magazines 
were not getting a premium for 
their circulation to which they 
were not entitled—at least as far 
as our product was concerned.” 


Others Don’t Agree 


Mr. Adams emphasized that he 
was not trying to establish a form- 
ula for all advertising, and the 
results of a poll he conducted in 
connection with his talk made it 
clear that other admen present did 
not completely agree with him. In 
fact, although they agreed that 
2,000,000 families are a fair cross- 
of the magazine reading 
audience, that 200,000 coupons are 
a fair cross-section of a mass mar- 
ket, and that 20,000 coupons are a 
fair cross-section of a magazine 
audience, they split almost evenly 
on his question as to whether a 
mass magazine can do anything 
more than “give your ad a chance 
to work.” And when he asked 
whether cost per page per thou- 
sand should be the prime consid- 
eration selecting magazines 


of the audience said “No.” 
(Continued on Page 76) 
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Syracuse Admen Elect 


Richard E. Coe of Coe Adver- 
tising Agency, Hamburg, N. Y., 
has been elected president of the 
Syracuse Advertising and Sales 
Club. Other new officers are Les- 
lie M. Beals, Carrier Corporation, 
lst vice-president; Raymond G. 
Castle, New York State Depart- 
ment of Commerce, 2nd _ vice- 
president; Clarence Keller, Sta- 
tion WSYR, treasurer, and Eleanor 
Brooks, Bristol Laboratories, sec- 
retary. 


Warren Joins K&E 


Robert C. Warren, formerly an 
account executive of Vickers & 
Benson, Toronto, has joined the 
Toronto office of Kenyon & Eck- 
harat. 


DELIVERY PROBLEM SOLVED ! 


Call WEBster 7512 
Immediate courteous service 
with bonded 


FOOT MESSENGERS and TRUCKS. 
We invite you to open an account with us. 
General Messenger Corp. 
20 W. JACKSON BLVD., Chicago, Ill. 


Fred Allen Likes 


|made during the opening session 
of the fourth annual radio and 
business conference of the City 
College of New York all but 
stopped the show. He was the 
/most vocal member—and the only 


actor—on the seven-man panel of | 


Radio — and That 
|radio and television experts. 
Inclu eS ponsor | Serious sponsor interference in 
‘radio shows, a real problem 15 
e years ago, is a thing of the past, 
Comedian Outtalks he aide Nowadays, “the interfer- 
Panel of Execulives. sv, more & 
‘come from minor executives.” 
at CCNY Radio Meet a uaiences ‘Don’t Belong’ 
New York —Fred Allen last| However, the veteran radio en- 
week made a spirited defense of | tertainer did saddle advertisers, 
broadcasting on the American! along with a “couple of actors,” 
plan—including the sponsor, the| with the responsibility of orig- 
censor and the Mayflower deci-| inating the practice of studio audi- 
sion. ences, “which don’t belong _in 
The NBC comedian, who now | radio at all.” 
draws his paycheck from Ford| “People in their homes enjoy a 
dealers, spoke out vehemently good phonograph record, without 
against Hooperatings and studio| the inspiration of stamping, hol- 
audiences and expressed the opin-/|lering and whistling,” he contin- 
ion that television must improve ued. “There is no reason why a 
before it becomes a serious threat| good comedy radio show shouldn’t 
to radio. 'be enjoyed in the home without 
Mr. Allen’s caustic comments| aid from a studio audience.” 


» 


¥ 
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Seanence alone don’t sell merchandise. Although The Indian- 


apolis News has the largest advertising volume in its market, this in itself 


isn’t sufficient reason for your using it. 


Behind this advertising leadership are two very important factors 


which don’t show up in cold figures. One—Indianapolis and the 33 sur- 


rounding counties ... dominated by The News... 
constitute a market with a decided preference for 
evening newspapers, as proved by one survey after 
another. Two—The newspaper with the largest 
evening circulation in this area is The News, which 
since 1869 has exercised a more powerful reader in- 
fluence than any other daily. Because central In- 
diana people believe in it, they believe in its ad- 


vertisers. In Indianapolis it’s The News for results! 


Cc eB 
— 


THE INDIANAPOLIS NEWS > 


—IN DAILY ADVERTISING 
—IN READER RESPONSIVENESS 
—IN THE HEARTS OF HOOSIERDOM 


OWNING AND OPERATING RADIO STATION WIBC 


DAN A. CARROLL, 110 E. 42nd St., New York 17 « The JOHN E. LUTZ CO., 435 N. Michigan Ave., Chicago 11 ¢ JOS. F. BREEZE, Bus. Mgr., Indianapolis 6 


Commenting on network censor- 

ship, Mr. Allen, whose differences 
| with an NBC vice-president were 
| widely publicized several months 
| ago, said the network’s present 
| policy — characterized as neces- 
sary because of the nature of 
| broadcasting — causes the actors 
little difficulty. 

The vice-president episode of 
last year, during which Allen was 
faded because of a joke about a 
network vice-president, was at- 
tributed to “one individual, who 


Hooperatings ‘Mythical’ 


mercial “excesses,” and the NAB’s 
‘efforts to correct the situation by 
/ Setting up a code, he said: “Let 
|the people hear some English pro- 
grams, which start out in the 
morning with a taxidermist tell- 


something equally dull, and they 
will be glad to take our programs 
as they are.” 

Mr. Allen, saying that Colum- 
bia’s Norman Corwin and others 
are doing a commendable job of 
putting new ideas to use in radio, 
‘suggested that new programs 
‘might fare better if the networks 
‘spent more for advertising to re- 
| mind the listeners of when they 
could be heard. 

He referred to the Hooperatings 
/as “mythical figures for mythical 
'men” and complained that the 
rating systems, which have con- 
vinced broadcasters that American 
people listen to the radio only on 
certain days of the week and 
rarely after 10:30 p.m., have made 


it impossible for even good shows | 


to succeed in certain time periods. 
Okays Mayflower Decision 


The comedian described televi- 
sion in its present state as a 
“clumsy version of the motion 
picture” and raised the question 


of the difficulty of sustaining in-| 


terest over an 18-hour day on 
video. 

Pointing out that NBC’s presi- 
dent, Niles Trammell, has testi- 
fied in favor of radio’s right to 
editorialize at the FCC hearings 
on the Mayflower decision re- 
cently, Mr. Allen stated: 

“TI read Mr. Trammell’s testi- 
mony. But I must disagree with 
him. Radio City to me is a big 
phone booth, where everybody 
pays and has his say. 

“This country owes its existence 
to an earlier Mayflower. Radio 
may owe its continuance in its 
present form to the Mayflower 
decision.” 


no longer is with the network.” 


On the subject of radio’s com- | 


ing how to stuff a field mouse or | 


FOR LANA—The Lana Turner ball 
point pocket perfumer, the new Pepso. 
dent premium offer, is specially de. 
signed for the movie star, according to 
Lever Brothers. Ads like the one shown 
above will appear in 135 newspapers, 
Agency is Foote, Cone & Belding, Chi. 
cago. 


| Pepsodent Offers 
Lana Turner— 
Perfumer, That Is 


CAMBRIDGE, Mass.—The Pepso 
‘dent division of Lever Bros. Com 
pany is offering a Lana Turne 
ball point pocket perfumer plus 
/half-dram of Lever’s Harriet Hub 
bard Ayer “Yu” perfume in 13) 
newspapers in 122 cities and o; 
its “Bob Hope,” “Lux Radio The 
jater” and “Junior Miss” radi 
programs. 

The premium is being offered t 
/customers who send in 50 cent: 
|plus both end-flaps from any Pep 


/sodent product or the label fron 
the tooth brush. 
Ads contain a picture of Mis; 
Turner and also plug her lates 
etro - Goldwyn - Mayer film 
“Homecoming.” The agency is 


| Foote, Cone & Belding, Chicago. 


Carnation Centralizes 
Advertising Activities 


| The Carnation Company ha 
centralized its gentral advertising 
activities in one department unde 
the direction of Paul H. Willis 
who has been appointed genera 
advertising manager. 
| Mr. Willis will be assisted by 
| three advertising managers, di- 
'rectly responsible for the adver- 
tising of their respective operat- 
|ing divisions. They are L. W 
Nolte, evaporated milk division 
| Walter Mayer, fresh milk and icd@ 
‘cream division, and W. N. Huse} 
|Albers cereal and Friskies divi4 
| sion. 


} 


Mr. Allen’s able supporting cast | St, Regis Sales Up 


on the panel included Harold 
Fellows, WEEI, Boston; Gerald O. 
Kaye, Bruno-New York, distribu- 
'tor of RCA products; N. E. Kersta, 
| NBC; Gordon Mills, Kudner 
Agency; Paul B. Mowry, ABC; 
Robert A. Schmid, Mutual, and 
|James D. Shouse, Crosley Broad- 
casting Corporation. Ted Cott of 
_WNEW presided. 


‘Woman's Day’ Adds 
Young, Elects 2 V.P.s 


Glover Young, for the past four 
years advertising director of Ideal 
Publications, New York, and prior 
to that with Good Housekeeping, 
has joined Woman’s Day, the A&P 
magazine, as Chicago manager. 


ager in Chicago since 1939, has 
been appointed western advertis- 
ing director. 

George H. Carl and Jerry Ryan 
of Woman’s Day, New York, have 
been elected vice-presidents and 
directors of the magazine. 


Mahaffey Promoted 


D. A. Mahaffey, assistant sales 
manager of the southern division 


has been named head of the new 
midwestern sales division, which 
has opened offices in the Arcade 
building, St. Louis. The new divi- 


diana, southern Illinois and Ken- 
tucky. 


John L. Campbell, western man- 


of International Milling Company, | 


sion covers Missouri, Kansas, In-| 


For the first quarter of 1948 
| sales of St. Regis Paper Company 
|New York, amounted to $40,397, 
564, compared with $32,938,29! 
for the same period of 1947. Ne 
|profit for the quarter was $4, 
494,193, compared with $3,698,82 
in the corresponding quarter 0 


| 
| 


| 


AT LEADING PAPER MERCHA 

THE MARTIN CANTINE COMP 
SAUGERTIES, N. Y. 
Specialists in Coated Papers since 


| 
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INSTITUTIONS CATALOG  DI- 
RECTORY is published by INSTI- 
TUTIONS Magazine which has 
just received a first award for 
editorial excellence in a nation- 
wide competition among over 660 
entries from the nation’s leading 
business papers. The same organ- 
ization and leadership which has 
made this achievement possible 
2 has made INSTITUTIONS CAT- 

ALOG DIRECTORY of first im- 

portance to manufacturers with 

products to be cataloged for the 


‘CONSULT YOUR A GENCY 
INSTITUTIONS CATALOG DIRECTORY 


1900 PRAIRIE AVENUE — CHICAGO 16, ILLINOIS 


MAGAZine 


e Pepso 
‘os. Com 
i Turne 
er plus ¢ 
riet Hub my 
e in 133 
; and o1 
dio The 
MAKE YOUR PRODUCTS 
offered t 
50 cent: 
any Pep 
bel fron 10 
of Mis: 
er lates 
rer film 
gency is 
hicago. 
AND SPECIFY 
ies 
any ha 
ivertising 
oo More than 45,000 buyers and specifiers throughout all types of “where-to-buy-it" information is comprehensively listed and 
| genera institutions want and need catalog information on your prod- displayed in INSTITUTIONS CATALOG DIRECTORY for use 
sisted by ucts ... at their fingertips ... every business day of the year. by the institutions shown below. 
s, di 
> aver Don't make them search for data they need on your products. Advertisers are listed in bold face type in the various direc- 
‘ ae Place your catalog material in their hands in a 100% usable tory sections under the products they manufacture, and refer- 
Ley form ... place your catalog information in INSTITUTIONS ence is made to the page or pages containing their advertising 
N. eg CATALOG DIRECTORY along with the other vital data it and catalog material. 
1es 
convenes. Reserve space today! Write ... or consult your advertising 
Trade names, names and addresses and a vast amount of agency. 
of 1948 
Sompany 
$40,397, 
32,938,291 
cor ie Following are the types of institutions reached by 
INSTITUTIONS CATALOG DIRECTORY: 
@ Hotels @ Steamship Lines and Ship- 
@ Hospitals and Sanitariums yards 
0 year @ Schools @ Railway Systems 
@ Colleges and Universities @ Airlines 
@ Industrial Cafeterias and @ Army, Navy and Government 
Restaurants Institutions 
@ Jobbers, Dealers and Distrib- ® YWCA's and 
/ utors 
nae rena @ Restaurants and Cafeterias rators and Designers ™ First Award Winner 
= @ Office and Public Buildings @ Other Institutions Ss 


Buyers and specifiers in these institutions depend on the information contained in 
INSTITUTIONS CATALOG DIRECTORY for their purchase of products used by them ; 
in the feeding and housing of over 60,000,000 people daily. ae 
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Haffenreffer Sets 
New England 
Drive for Pickwick 


Boston — Haffenreffer & Co. is 
launching a newspaper, billboard 
and radio campaign this month to 


introduce Pickwick beer in the 
New England market. 
A test program using these 


media has been successfully con- 
ducted in western Massachusetts. 
The company also brews Pick- 
wick ale. 

Full-column teaser ads will 
build up to full-page newspaper 
ads in 49 New England papers. 
More than 150 outdoor plants will 


FRE Be sure to see 
BANKADS bank 
advertising service. Every | 
ad illustrated with timely 
eye-catching photo. Com 
plete with copy and type 
setups in mat form. 
Write for FREE Proof- 
book No. 203. No obliga- 


tions. EYE*CATCHERS, 
10 East 38th St., 
York 16, NY. 


New 


|be used and 18 stations in Con- 


necticut, Massachusetts, New 
Hampshire, Vermont and Maine 
will broadcast transcribed spot 
announcements. Voices of Jimmy 
Wallington, Don Wilson, Ken Car- 
penter, Ben Grauer and Andre 
Baruch will be heard on the 
transcriptions. 


The agency is Harold Cabot & | 


Co. here. 


To MacDonald-Cook 


R. M. Kellogg Company, Three 
Rivers, Mich., nursery, has named 
the South Bend office of MacDon- 
ald-Cook Company to direct its 
national advertising in magazines 
and newspapers. The copy will 
feature Kellogg’s Azaleamum and 
other flower garden novelties as 
well as fruits. 


Adds Hutchings 


Charles Lee Hutchings, formerly 


FIC Upholds Coast 
Wholesalers in 


Packers Case | 


Majority Discredits 
‘Conspiracy’ Angle 
in Chains’ Attack | 


WASHINGTON—In a bitter three- 


two split, FTC upheld last week | Commissioners William Ayres and ued,” Commissioner Freer wrote 


the right of grocery wholesalers 


and chains in northern California | cocjation members solicited the | Protested “extreme meticu 


to unite in publicizing their dis- | 
approval of packers who sell di- 


'rectly to retailers at “wholesaler” | 


assistant creative director of Cock- | 


field, Brown & Co., Toronto, has 
joined the creative department of 


‘the Los Angeles office of Brisacher, | tuted an illegal effort to influence | monstrance in concert is not per se | 


Van Norden & Staff. 


prices. 

Two commission members| 
maintained that the action by | 
chains and wholesalers. consti- 


the majority balked at a conspir- 
acy verdict in the absence of 
clear proof that the firms had 
deprived retailers of customary 
buying arrangements. 


Started in 1938 


The case goes back to January, 
1938, when the Wholesale Dis- 
tributors Association of Northern 
California, their trade association, 
issued resolutions designed to per- 
suade manufacturers and their 
representatives not to deal di- 
rectly with retailers on favorable 
terms. 

In breaking with the majority, 


Garland Ferguson noted that as- 


support of other trade groups, and 
let it be known through trade 
journals and other publicity that 
they represented 98% of the 
wholesale trade in the area. 

For the majority, Commissioner 
Robert Freer insisted that “re- 


| sales policies of the packers, but|synonymous with conspiracy to 


WHEN YOU ROUTE YOUR ADVERTISING AS YOU ROUTE YOUR SALESMEN 
| IN PITTSBURGH AND ITS NEIGHBORING 144 CITIES OF 1,000 TO 70,000 POPULATION 


£ 


YOUR AD IS READ 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & 


BY FAR THE LARGEST CIRCULATION OF ANY PITTSBURGH DAILY NEWSPAPER 


SCHMITT, INC. | 


boycott.” He noted that the rex 
lutions neither disclaimed 
affirmed any intention of imple 
menting the conviction by refus 
ing to deal with sellers not a 
ceding. 


Uses Discretion 


“Considering both the conflict 
ing nature of the evidence as { 
the alleged overt acts and th 
length of time since their occur 
rence, the commission may exer 
cise the broad discretion vested j; 
it to determine whether a presen 
public interest obtains with re 
| spect to practices long discontin 

In his dissent, Commissione; 
lousness” in appraising evidenc¢ 
in conspiracy cases. 

“Conspiracy cases are unusual); 
difficult to prove, and become in 
| creasingly so as conspirators gro 
more sensitive to the requirement 
'of the law and more adroit in de 
vising schemes for avoiding de 
tection,” he said. 

“In this case the conspiracy wa 
by direct evidence of 
| positive agreement and overt act 
putting it into effect. Proof 
‘specific instances of the effective 
ness of the conspiracy is, there 
fore, unimportant.” 


‘Challenges Good Faith’ 


Ayres said that he would merelj 
‘have noted his  disagreemen 
‘under ordinary circumstances, bu 
that the “tone, temper and impli 
cations” of a concurring opinior 
by Commissioner Lowell Masor 
'“seemed to challenge the good 
‘faith of the commission and to in 
‘dict the processes by which i 
functions and the laws which i 
| administers.” 
| He denied that the Mason “con 
curring opinion,” which wi: 
written to give the “reasons an 
basis for a dismissal,” in fact rep 
|resented the views of the major 
| ity. 
| Asserting that “the right to vot 
‘resolutions has gone unchallenge 
‘in this land since the Declaratio: 
of Independence,” Mason had de 
clared: “There is no law agains 
a manufacturer shortcircuitin 
| wholesalers if he wants to, nor i 
‘it against the law for wholesaler 
to fume and fret and pass resolu 
tions about manufacturers wh 
do so.” 

“The resolution could have cov; 
many other points withou; 
| stepping over the bounds of le 
|gality,” Mason declared. “Grous 
is good old American custonj 
j;and the day when business me! 
‘can’t get together to grouse wil 
‘be a day when there will be n 
| private business to grouse about.f 
| Ayres, FTC’s oldest membef 
shot back, “These circumstance 
involve no simple grousing, 
|suggested in the concurring oping 
| ion. 
| “I can’t quietly attend the imf 
'molation of anti-trust enforcemen 
by this commission on the propf 
osition that the law will not pierce 
/so sheer a veil.” 


7 Name Lunke Agency 


James R. Lunke & Associaies 
|Seattle, has been appointed 
/handle the advertising of West: 
|Retail Lumbermen’s Associat 
| Western Forest Industries 
‘sociation, Shirts, Inc., and Hor 
| luck Creameries, Inc. 
| The San Francisco office of 
| easnee has been named by Lum 
‘ber Merchants Association ° 
‘Northern California, South" 
California Retail Lumber Associa: 
‘tion, and placements in the ! 
‘western states for Metal “il 
Products, Inc., Hastings, Mich 


AFA to Meet in Texas 


The 10th district of the Ad' er 
tising Federation of America ¥ 
hold its annual convention 
September in Fort Worth, it 5 
been announced by Jim Edwards 
president of the Forth Worth A¢ 
vertising Club, which will be !05' 
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ill be n It will be featured in special promotions from coast to coast. It Look in 1947 have already sent in advertising schedules for 1948! 
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Outdoor Admen Elect 


The Outdoor Advertising As- 
sociation of Pennsylvania has 
elected William Richardson, As- 
sociated Petroleum Industries of 
Pennsylvania, president. Other 
officers elected are: 
dent, Al Norrington, General Out- 
door Advertising Company, Har- 
risburg; treasurer, Don C. Nokes, 
secretary of the association, and 
secretary, H. C. Mitinger. 


Leadership 
Changing patterns in 
U. markets and 


media open a new path 
to sales leadership. Are 
you willing to be shown? 


Box 7022, Advertising Age 
830 W. 42nd St., New York 18, N.Y. 


Vice-presi- | 


New Pabst Drive 


Called Largest 
for Any Brewer 


Cuicaco—Pabst Sales Company 
here has announced that it will 
spend more for advertising in 1948 
than any other brewer in the 
|world. The Pabst budget is about 
|15% greater than its 1947 budget. 
| The outstanding feature of its 


‘campaign this year will be a new 
\“Hall of Fame” series of maga-| 


zine ads showing leading celebri- 
|ties serving Pabst Blue Ribbon in 
‘their own homes. 

| Hollywood’s Gregory Peck, Bob 
Hope, Joan Fontaine and Gary 
Cooper, the Metropolitan Opera’s 
|\Gladys Swarthout and _ Lauritz 


Melchior, and others will appear 
in ads in American Legion Maga- 
zine, Collier’s, Elks Magazine, Es- 
quire, Life, Moose Magazine, 
Sport, and other fraternal and 
service magazines. 


Uses 20,000 Posters 


In addition, Pabst will continue 
sponsoring Eddie Cantor Thurs- 
days over 146 NBC stations, con- 


tinuing as the only brewer with 


a coast-to-coast network show. 

Pabst will back its dealers with | 
an eight-month outdoor campaign, | 
newspaper advertising and a wide | 
range of dealer display material. | 


|The outdoor drive from March 
|through October 


includes 20,000 
24-sheet plants. Created by artist 
Howard Scott, the posters will be 
located strategically in areas with 


|Metals Company will join in i; 
troducing a new cigaret packag; 
—principally of aluminum foil 
for Raleigh 903s here April 21 
The pack (called the Ply-Se, 
Pak by Reynolds and the Alumj 


heavy traffic near Pabst dealers. | ry 
A concentrated newspaper pro- B&W Reynolds 
motion in New York and Chicago | i 
bowling alleys and other outlets. | 
in Detroit Test 
will emphasize the importance of | 
ous outlets. 
Christopher Named V.P. 


will include a dealer relations| 

These ads will show people en- 

each type of dealer, giving inter- | Detroitr—Brown & William 30! 
Warwick & Legler, New York, 
Ray F. Christopher, general 


Advertising Age, April 19, 14 
campaign aimed at hotels, restau- P| N p k 
rants, taverns, grocery stores, | ug ew ac 
joying Pabst in such outlets and 
esting statistics about these vari- | Tobacco Corporation and Reyno! 
handles the account. 
sales manager of Sun Electric Cor- 


| poration, Chicago, has been ap- 


pointed vice-president in charge 
of sales. 


dor pack by B&W) was original); 
used on Kools. It was tested ; 
two areas, Richmond and Milwau 
‘kee, where relative humidity 


| 


rather home reading The 


This is a favorite remark in Philadelphia . 
is the favorite newspaper with more than four out of five 


. . for The 


families in America’s third largest market. 


Because The Bulletin reaches Philadelphians in their homes 
—in the evening — advertisers know that their messages get a 


careful, thorough reading. 


To all advertisers, it’s a noteworthy fact that The Bulletin 
goes home — stays home—and is read by the entire family! 


In Philadelphia—nearly everybody reads The Bulletin 


|/winter is low and tends to mak¢ 
‘cigarets dry out faster. 

| Full page ads in the Detroi 
bee and Times will break Apri 
21, followed by daily spots o 
Detroit stations and cut-ins on al 
Raleigh network programs. A 
| intensive program of dealer aid 
| will be used by B&W. 

| Reservices Outlets 

In order to accelerate the move 
ment of the pack, B&W is reserv 
icing its 4,000 tobacco outlets i 
the area, picking up the old 
Raleigh packs and installing the 
new ones. 

The new pack is shiny, with the 
familiar portrait of Raleigh super 
imposed. It is not cellophane 
wrapped, and does not have the 
familiar red ribbon which re 
moves cellophane wraps, although 
|the package has a red tape-like 
| bend which continues the illusion 

Reynolds calls it “the first major 
|change in cigaret packaging dur 
|ing the past 40 years,” and it is 
| calculated to retain 12-13% mois 
jture. B&W tests show the new 
package twice as effective in re- 
taining moisture as the old, an¢ 
|even more efficient in preventing 
|cigarets from absorbing too much 
|moisture in humid weather. It i: 
/expected to have applications in 
| the export field. 

The pack is formed from 2 
single composite sheet of material 
|'—aluminum foil mounted on 
either side of a thin paper web 
and “electronically heat-sealed.” 
| Buchanan & Co. is the Reynolds 
‘agency, and Ted Bates, Inc, 
| handles the Raleigh account. 


'NIAA Appoints Wiley | 
'Executive Secretary 


| Blaine G. Wiley, who has been 
|sales promotion manager of Coal i 
| Age, Engineering & Mining Jour- 


nal and Fac 
tory Manage 
ment & Mainte 
nance, publish: 
by McGraw-Hill 
Publishing Com 
pany, New York, 
since 1943, has 
been appointed 
executive  secre- 
tary of the Na-jj 
tional Industrial 
Advertisers As- 
sociation. He suc- 
ceeds W. Lane} 
Witt, who resigned as president} 
to become president of Sal se] 
Aids (AA, April 12). \ 
Prior to 1943, Mr. Wiley was! 
All-Steel-Equipment, Inc 
Aurora, IIl., as assistant gene:al 
|sales manager and in charge °| 
advertising. 


Blaine Wiley 


Bulletin 


| Pottker Promoted 


Paul E. Pottker has been nam dj 
-assistant sales manager of 
| Witte engine works division of ‘i! 
Well Supply Company, Kan:2s 
City, Mo., U. S. Steel Corporation 
| subsidiary. He was formerly e¢x- 
| port manager of the division. 


WCSS Names Woodland 


Cecil Woodland has been 
|pointed general manager of S 3- 
| tion WCSS, Amsterdam, N. Y. 7é¢ 
| was formerly associated with s‘4- 
| tions in Troy and Schenectady 
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Gimbels Shits mparato, D. Wolf to Receive Retailers Steel Industry 
Viandel s Lrontrotier R 
Buvine Poliev Distinguished Service Medal Pl Aid 
ISCL | Policing rices 
: in. Port 
ate Group H 
| 
7 
make up the “sales territory” that is reached every 
day by the distribution-wise manufacturers of 
f women’s and children’s wear, fabrics and related 
lines who address the responsive audience of 
The Retailer's Daily Newspaper, 7 E. 12th Street, New York 3,N.Y. 
- ~ *The home-towns of a total paid (ABC) circulation of y ENG 
51,915 retailers, manufacturers and wholesalers 
set rainwea: 
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NRDGA Elects Gray 


Arthur Gray, display director 
of Lansburgh & Brothers, Wash- 
ington, has been elected chair- 
man of the newly created dis- 
play group of the National Retail 
Dry Goods Association, New York. 
The new group will hold its initial 
display sessions with the Sales 
Promotion Clinic in June. 


Winston Names Gordon 


Louis W. Gordon has been 
named vice-president in charge 
of sales of Winston Shoe Com- 
pany, Salem, Mass., manufacturer 
of women’s shoes. 


SIGHS OF LONG LIFE" 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


</ Artkroft® Manufacturing Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 


Rog 5. Pet OF 
—— 


Philip Morris 


Launches New 


| 


$7,000,000 Drive 


(Continued from Page 1) 


placed through Cecil & Presbrey; 
the Horace Heidt talent contest 
and Dinah Shore-Harry James 
|shows on NBC, and a new show, 
starring Phil Baker, Friday nights 
'on CBS, the latter three through 
Biow Company. Biow also has 
| publication copy. 


‘That Stale, Musty Taste’ 


While the copy theme is new— 
cigaret hangover is defined as 
“that stale, musty taste in your 
mouth, that dry, smoked-out feel- 
ing in your throat”—the balance 


|of the copy hews to the standard 
Philip Morris line: 

| Philip Morris is called “defi- 
initely less irritating than any 
‘other leading brand”; a statement 
from an eminent nose and throat 
specialist testifies, “I have often 
suggested to patients who smoke 
that they change to Philip Morris. 
I have seen the results of such a 
change—and the results have con- 
vinced me that Philip Morris 
cigarets are less irritating than the 
other brands”; “only Philip Morris 
is recognized by eminent nose and 
throat specialists as definitely less 
irritating!”; and, inevitably, “no 
other cigaret can make that state- 
ment!” 

Meantime, Alfred E. Lyon, 
president of Philip Morris & Co., 
commented on internal revenue 
figures showing an over-all indus- 
try drop of 4% in January, and 
11% in February. 

Mr. Lyon said that “a particu- 


\larly sharp rate of gain” in sales 
|of Philip Morris cigarets had ap- 
/peared in recent months. He also 
reported a month-to-month gain 
in sales for the past year. Despite 
|dwindling exports, Philip Morris 
|sales in the year just ended will 
exceed fiscal 1947, he reported, and 
declared that 1947’s profit of $4,- 
960,000 will be exceeded. 


NL&B Appoints Compton 


Richard Compton, formerly ad- 
vertising manager for puffed grain 
products of Quaker Oats Com- 
pany, has been named an account 
executive of Needham, Louis & 
Brorby, Chicago. 


Two Appoint Freiburg 

John Freiburg & Co., Los An- 
geles, has been appointed to 
handle the advertising of Los An- 
geles City Dye Works and the 
Associated Hollywood and Bev- 
erly Hills Laundries. 


THRILLING 


HAS ITS PLACE.. 
BUT WHAT 


ABOUT 


Wre can offer you sales at a profit instead of prestige at a price! 


*6 months average Dec. 31, 1947, ABC statement 


Because THRILLING FICTION GROUP’s audience is so typical of the great American purchas- 
ing public—and its cost of 71¢ per page per thousand circulation is so low—your ratio of 


advertising cost to actual profit is an eye-opener. 


For example—look at the Gillette campaign in THRILLING FICTION GROUP. The Gillette 
sales story goes out to 2,117,864* men who average into this “typical consumer” picture: 33 
years old, married, home-owners, earn $2,000 a year or more, high-school educated or 
better. These figures are proved in our survey, “The Basic Marketing Study of Pulp Magazine 


Readership,” by Dr. Daniel Starch and Staff. And these are the men who buy Gillette Blades! 


Chalk that up against Thrilling Fiction’s lowest cost of any leading male-read magazine, and 


your cash register is humming a mighty profitable tune! 


FICTION GROUP 


10 East 40th Street, New York 16 
9 South Clinton Street, Chicago 6 
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‘Bannister Poses 
$64 Question: 


AM, FM orTV? 
New YorK—Today’s alert 
broadcaster, who goes into FM 


and television operations in com. 
petition with his existing AM sta. 
tion, doesn’t know where to con- 
centrate his efforts, Harry Ban- 
nister, general manager of WWJ, 
WWJ-FM and WWJ-TV, Detroit, 
said last week. 

Mr. Bannister spoke at the clos- 
ing session of the annual radio 
and business conference of the 
City College of New York. 

“For the next year or two radio 
will have to carry television on its 
back,” he said. “The money we 
are making at WWJ is sadly in- 
sufficient to cover our television 
deficits.” 

Within 10 years and maybe less, 
he predicted, television will be 
available in all cities down to 
50,000 population and will be the 
dominant medium. At the same 
time he sees the people served 
by a “multiplicity of FM stations 
and a handful of high-powered 
AM stations broadcasting chiefly 
to rural areas.” 


Improves Programming 


Mr. Bannister indicated that 
‘\WWJ is keeping its operations 
‘flexible, hoping to shift the em- 
|/phasis to “AM, FM or television, 


|depending on which way the wind § 


blows.” 

| John S. Hayes, general manager 
|of WINX, Washington, said the 
‘independent station operator now 
is faced by a bigger problem than 
and television combined— 
/namely, competition from the in- 
/creased number of AM stations. 

| He cited as an example the city 
,of Washington, which has 13 AM 
stations, four FM stations and 
‘four television stations, compet- 
‘ing for the advertising dollars 
|shared by six full-time AM sta- 
|tions at the end of the war. This 
‘increased competition, he said, 
will result in better programming 
on the part of all stations. 

| Others participating in the panel 
discussion, presided over by Mu- 
tual vice-president, A. A. Schech- 
ter, were: George C. Dibert, vice- 
president, J. Walter Thompson 
Company; Noran E. Kersta, direc- 
tor of television operations, NBC, 
;and Craig Lawrence, genera! 
/manager, WCOP, Boston. 


| Spe-de Wee-ne Gets 


First Promotion 

| Graphiestration, Inc., Detroit, 
| has been appointed to handle ad- 
vertising of Glendale Provision 
Company, Detroit, manufacturer 
/of a new wiener cooker called 
\Spe-de Wee-ne, which cooks one, 
two or three wieners in two min- 
utes. Graphicstration has pre- 
pared a point-of-sale display 
|}easel, window banners, display 
cards and mats. 

The Marhoefer division of 
Kuhner Packing Company, Chi- 
| cago, will launch the first promo- 
tion of the cooker through it 
agency, C. Wendel Muench & Co 
Chicago. The cooker is sold b 
provision companies for $1.89 wit! 
the purchase of one pound « 
wieners. 


To Eastern Advertising 


Jen Products Company, Ne\ 
York, manufacturer of Jen-Flas! 
synchronizer for Leica and Kar 
don cameras and other photo- 
graphic accessories, has appointe 
Eastern Advertising Company 
New York, to handle its adver 
tising. 


Edington Promoted 

J. A. Edington, West Coast dis 
trict manager, with headquarter 
in Seattle, has been appointec 
general sales manager of Boot! 


Fisheries Corporation, Chicag‘ 
C. W. Appel, with the compan: 
for 19 years, has been name 
manager of West Coast productio! 
and sales. 
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FAIRCHILD BUSINESS PAPERS — 
SERVING BIG BUSINESS WITH A 
FASTER NEWS TEMPO .. 

The new Fairchild Building 

triples our publishing plant capacity 
. . . equips us for a better job 

of reader service. 


| 


Here is the basis of our pulling power: 


120,000 subscribers who dominate a wholesale volume of 
$28,000,000,000 * a readership which cuts through the 
three major segments of commerce—procurement, produc- 
tion, and distribution * a retail following which blankets 
the country geographically and wields tremendous trading 
area influence * a factual presentation of the news which is 
abreast of all domestic and foreign business developments 
—transmitted daily to our readers through the combined 
efforts of 1107 full time New York employes, 327 news 
correspondents around the world, and 254 full time em- 


ployes in our out-of-town offices. 


Our advertisers know all about our pulling power from ex- 


WOMEN’S WEAR DAILY DAILY NEWS RECORD 


pulling power 
Fairchild Publications 


RETAILING HOME FURNISHINGS 


perience: they gave us 23,500,000 lines of advertising in 


1947. Every newspaper in New York and every major na- 


tional magazine knows about our pulling power, because 
they use our pages to promote themselves among our readers. 
When fast action is needed, businessmen think of Fairchild— 
one advertiser spent $20,000 with us in one month of 1947. 


And another advertiser recently said, “I contracted for 
100,000 lines for 1948 because the numerical power of your 
circulation is exceeded only by the quality of your readership 
and the integrity of your news columns. | know from experi- 
ence, and by comparison with other media in the field, that my 
advertising gets more attention and consideration just be- 


cause it appears in Fairchild Publications.” 


FAIRCHILD PUBLICATIONS 


7 East 12th Street, New York 3, N. Y. * Phone ORchard 4-5000 


Covering the Textile, Apparel, Home Furnishings and related industries 
MEMBER AUDIT BUREAU OF CIRCULATIONS 


MEN'S WEAR FOOTWEAR NEWS FAIRCHILD BLUE BOOK DIRECTORIES 
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ally, it is in tune with their ideas and thoughts as 


What, we've been asked, is the answer to ArcosyY’s For instance— 

climb from 250,000 to over 550,000 circulation in In Fiction, Arcosy gives top-notch stories by 
nine sho months? such top-flight authors as Philip Wylie, P G. Wode- 
In word of one syllable — plan. ho Leslie Cha i 


eris. 
In Non-fiction, ARGOSY’S topical articles om 


termine the dominant rea terests of the ye subjects of interest to men are exemplified by 
all-round America the Erle Stanley Gardner series on the Oakes- 
A plan of pre- testing editoria rch findings at deMarigny cas¢- 

.withou promotion and in a mage- In Sports, Arcosy’s coverage of the sports scene 


ing the reading interests of men as stated by men. 


‘And, the plan worked! 
550,000 men today buy Arcosy beca 


now—& complete reflection of their domi 


Here’s why increasing numbers of advertisers like 


Chesterfield, Botany, Wildroot, Zippo a d Paris are 


taking space 17 

_, . ARGOSY is on the march in circulation and 
ability to sell. 

ARGOSY’S audience is 4 quality audience 
composed of intelligent, prosperous free-spenders 
anew man-market 

are heads of families - -- average family income is 
$4,608). 

_, . ARGOSY advertising gets results. It makes men 


ARGOSY... 


is selective-Example : the Argosy-Brooklyn Dodgers 


ookie Hunt. 


In Service, ARGOSY contains down-to-earth sec- 
tions on sports; travel, men’s wear and accessories. 


interests that make ARGOSY complete for the reader 
_ make it The Complete Man’s Magazine. 


FOR THE 


want to puy—everything from shoes to steamer trips- 
_, . ARGOSY; only recently opened to advertisers, 
still offers position franchises. 

_, . ARGOSY rates are priced for profitable adver- 
tising for eveTy type of budget. 


ARGOSY, 05 East 42n St., New York; 
Michigan Avenue, Chicago; 427 West Fifth Street, 
Los Angeles. 
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THE CIRCULATION RISE OF ARGOSY 


WITHOUT PROMOTION ENTIRELY AT NEWSSTANDS 


1947* 1948** 


October .........337,604 January.........454,000 
August.......... 282,505 November ...... .358,176 February ........501,000 
September ...... .298,130 December ...... .407,163 March ..........550,000 


* A.B.C. Circulation, December 31, 1947. ** Publisher's estimate. 
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(Del. 1337), 330 W. 42nd St., New 
ington 4, D. C. (Re. 7659). 
{ ntral 7354). 
RUNS, vice-presidents. C. B. 


Association of 


Advertising 


THE NATIONAL NEWSPAPER 
Trade Mark Registered 


Issued every Monday by Adveiing Publications, Inc., 100 E. Ohio St., Chicago |! 
ork 18 (Lo. 4-2737), National Press Bldg., Wash- 
European Headquarters, 107-110 Fleet St.. London E. C. 4. 
. D. CRAIN JR., president and publisher. S. 
GROOMES, treasurer. 


Member Audit Bureau of Circulations, Associated Business Papers, National 
Magazine Publishers, 


Age 


MARKETING 


R. BERNSTEIN, O. L. 


Advertising Federation of America 


EDITORIAL 
Editor, S. R. Bernstein 
Executive Editor, Lawrence M. Hughes 
Managing Editor, John 8B. Miller 
Washington Editor, Stanley E. Cohen 


Associates: New York: John Crichton, 
Maurine Brooks, Patricia Ryden. Chi- 
cago: Murray E. Crain, Emily C. Hall, 
Robert Murray Jr., Jeanne Scharnberg, 
Bruce M. Bradway. 


European Editor, F. A. Marteau 
Editorial Production, F. J. Fanning 
Librarian, Elizabeth G. Carlson 
Correspondents in All Principal Cities. 


ADVERTISING 


Advertising Director, Jack C. Gafford 
Manager Sales and Service, G. D. Lewis 


New York: O. O. Black, Halsey Dar- 
row, James C. Greenwood, John P. 
Candia, Harry J. Hoole. 


Chicago: O. L. Bruns, Western Adver- 


tising Mgr. J. F. Johnson, E. S. Mans- 
field, Arthur E. Mertz. 
San Francisco (4): Simpson-Reilly Ltd., 


Russ Bidg., Wm. Blair Smith, Mgr. 
Los Angeles (14): Simpson-Reilly Ltd., 
Garfield Bidg., Walter S. Reilly, Mgr. 
Seattle (12): Simpson-Reilly Ltd., 618 
Second Ave., Sidney F. Smith, Mgr. 


London (E. C. 4): P. A. Marteau, 107 
110 Fleet St. 


10 cents a copy, $2 a year 
postage extra. 


Myron Hartenfeld, 


in the United States. Foreign 
circulation director. 


The Advertising Budget Study 


The study of advertising budg- 
ets to be made by the Association 
of National Advertisers in con- 
junction with the graduate school 
of business of New York Uni- 
versity will, it is noped, provide 
an important new area of solid, 
basic fact of value to the entire 
advertising field. 


Plans for the project, shortly to | 


get under way, call for “depth in- 
terviews” with advertising man- 
agers and others to determine ex- 
actly how a budget is determined, 
what factors are taken into con- 
sideration, what steps are followed 
within the advertiser’s organiza- 
tion, etc. 

Original studies will, we under- 
stand, be confined to companies 
represented within the ANA mem- 
bership, and much will obviously 
depend upon the degree to which 
these companies give whole- 
hearted support to the project. 

It is a rather strange thing that 
a great deal more effective re- 
search has been done on one or 
another of the problems involved 
in investing the advertising ap- 
propriation than on the problem 
of how to get one, and how big to 
make it. By and large—and with 
a few notable exceptions—the ad- 
vertising budget is still set up on 
a “follow the leader” basis, as is 
amply clear to the advertising pa- 
pers which are constantly being 
queried about the percentage of 
sales which are appropriated to 
advertising by various types of 


businesses. 

| Information on the “usual prac- 
'tice” has been gathered many 
‘times, but there has been a dearth 
of information on how or why the 
“usual practice’ became accepted 
in the first place. And very little 


has been done to determine, in in-; 


dividual instances, whether the 
“usual practice” is the best one. 

We are pleased, too, to note that 
the projected study will include 
an exploration of the subject of 
advertising reserves, to be_ set 
aside in good times in order to 
provide a promotional cushion for 
those periods when percentage of 
anticipated sales, or other similar 
yardsticks for advertising ap- 
propriations, might lead to cur- 
tailment of promotional activities. 

One of the serious economic 
faults of advertising, as it is gen- 
|erally practiced, is that it tends 
| to emphasize the peaks and valleys 
| of the business cycle by working 
|full blast when business is good 
|}and being withdrawn when busi- 
/ ness is not so good. A trend to- 
| ward reversal of this state of af- 
|fairs, if widely followed, might 
easily do more than anything else 
to eliminate or reduce these peaks 
and valleys. 

Flattening the curves of the 
business cycle would be a major 


contribution to the free enterprise | 


'system and a major contribution 
| to the well-being of the world. We 
‘hope the new ANA study will 
| help in attaining this goal. 


Switching to the Bigger Account 


An ADVERTISING AGE reader 
raises an interesting question in a 
letter in which he takes Batten, 
Barton, Durstine & Osborn se- 
verely to task for giving up a part 
of the Brown & Williamson ac- 
count in order to take over the 
American Tobacco account, which 
is perhaps 12 or 15 times as large. 

We do not agree with him, be- 
cause it has been established prac- 
tice in this business to give up 
small accounts when competitive 
larger accounts are available, and 
almost every advertising agency 
has done so at one time or another. 
Usually, the client whose account 
is resigned for such a reason does 
not feel the least bit put upon. He 
accepts the situation as part of the 
normal course of events. 

The question is, however, an in- 
teresting one, and one which 
should be given thought and study 
by both advertisers and agencies. 
The bane of the advertiser-client 


|}relationship is the comparative 
|}ease and speed with which ac- 
{counts move from one agency to 
‘another. In most instances, we 
believe, the principal blame rests 
upon the client. Indeed, it is the 
insecurity of the agency which 
almost inevitably leads to resigna- 
tions of the kind under discussion. 

The advertiser - client relation- 


ship has changed tremendously in | 


the relatively short life of the 
advertising business. It will change 
still more. And the direction of 
the change is in the direction of 
an agency service which demands 
closer cooperation and confidence. 
Such cooperation and confidence 
can develop to their highest point 
only when both advertiser and 
agency feel secure in their rela- 
tionships with each other, and 
when switches of accounts be- 
come the exception, rather than 
the rule. Unfortunately, that 
happy day has not yet arrived. 


“It's that new glass wax. 


It gives your head a wonderful polish.” 


40 Up 

The age of man at which he 
has both the wisdom of maturity 
and the vigor of youth has never 
been accurately set. 

But a number of men—and this 
trend has been accentuated with 
the widespread adoption of pen- 
sion and other plans providing for 
a specific length of service and 
automatic retirement—find trouble 
in getting a job because they are 
over 40. 

One organization doing yeoman 
| work in this field is 40 Plus Club 
of New York, 250 W. 57th St. 

Its ranks are open only to 
American citizens who are 40 or 
more, who have earned substan- 
tial incomes (defined as no less 
than $4,000 a year in an execu- 
tive capacity), 
experience and educational back- 
ground, high moral character and 


proved ability and accomplish- | 


ment. 

The club has found, in a 1939 
|/survey made by NAM, that work- 
ers over 40 stand well in the list. 
_Some 84.6% found equal or greater 
efficiency among men over 40... 
91.6% found equal or greater abil- 
ity in men over 40 .. . 94.8% re- 
ported equal or greater coopera- 
tion from men over 40. 
Similarly, Retailing, using $100 


|as a base figure for a salesman | 
‘of 20, finds that the salesman of) 


'30 sells $102.04, salesman of 40 
|sells $107.38, the salesman of 50 
sells $108.78. 

Since 1939, more than 3,000 men 
have applied to the 40 Plus Club, 
and about 2,000 have been passed 
/}and elected to membership. About 

70% of these have actually been 
|placed in “permanent executive 
positions” to the satisfaction of 
themselves and their bosses. 

The club charges no fees, pays 

no salaries. It merely does a 
worth while job. 


WOW’'s Wow 


In general, 
stand in favor of sprightly pro- 
|motion, and on our desk is a 
honey. 

It’s a bank book, showing that 
we have a deposit. This is good, 
,and not nearly as frequent as it 
'should be. 

The bank book comes from 
John J. Gillin, president and gen- 
‘eral manager of WOW, Omaha. 
|The bank is in St. Paul, Neb., a 
little town of 1,571, but the bank 
has deposits of $1,374,500.93 .. 
umm, and WOW has 92% cover- 
age. 

Of course, the deposit is only for 
one dollar. But it is one sure way 
of getting attention. And it car- 
fries WOW’s story beautifully; the 
space buyer’s attention is seized, 
ihe sees the scope of WOW’s cov- 
erage, and he notes the buying 


with acceptable | 


we'll take a firm | 


power latent in towns which seem 
unimportant population-wise. 

It’s billed as a good-will gesture 
for the station’s 25th anniversary, 
but it’s pay dirt promotion all the 
same. 


Jottings 

Railroads are now as public re- 
lations conscious as they can be, 
and one of them —the Missouri 
Pacific—has issued definite orders 


‘that “I don’t know” is not a 
proper answer to a_ customer’s 
question. Delays, detours, etc., 


are to be promptly explained. . . 

M-G-M sslickly used poster 
space in Manhattan to say, “This 
space reserved for rave reviews of 
‘The Search,’” and when the pic- 
ture opened, it got ’em.. . 

You have the word of Robert 
A. Lewis, who retired last year as 
head of Standard Brands’ tea de- 
partment, that America needs 
“five to 10 million more tea 

John Frederics says in releases 
that the woman who is completely 
sure of herself maintains meticu- 
lous grooming and restrained ele- 
gance, whatever that is. . 

Comes now Cuprex, billed as 
the personal insecticide, which ad- 
vertises 


The following documents may 
secured without charge from com- 
panies sponsoring them or throu! 
ADVERTISING AGE, by any nationa) 
advertiser or advertising agen: 
executive writing on his business 
letterhead. Address ADVERTISING 
Ace, 100 E. Ohio St., Chicago }1 


No. 3048. Chicago’s $1,200,000,000 
Food Market. 

This 60-page brochure, com- 
piled and issued by the Bob White 
Organization, food marketing serv- 
ice, provides a digest of all food 
distribution facilities available in 
the Chicago market: chain store 
groups, wholesale grocers and di- 
rect selling organizations. It in- 
cludes a section on advertising 
media, including neighborhood and 
community newspapers, reaching 
food buyers and retailers. 


No. 3049. ‘Out of Sight. 
Mind.’ 

A series of ads, with artwork 
cropped and copy condensed, tells 
the Metropolitan Sunday Maga- 
zine Group’s story in this brochure 
issued by the Metropolitan Group 
A section is devoted to new facts 
and figures on circulation, flexibil- 
ity, readership, merchandising, 
family coverage, and a list of 1947 
advertisers. 


No. 3050. Study of Readership of 
Comic Magazines by Children 
The Marvel Comic Group has 
issued this survey report, which 
covers age groups, education and 
economic status of readers; most 
favored magazines, and number 
of magazines read. 


No. 3051. Readership Survey. 


Radio-Craft issued this 
analysis, which covers the tech- 


Out of 


‘nical field including service men, 


| engineers, 


jobbers, manufacturers, 
amateurs and _ station 
Readership character- 


dealers, 


operators. 


|istics cover such factors as age, 


allied interests, number of readers 


copy, etc. 


“the one - treatment 


method for quick and easy control | 


of head lice and body lice.” . 
Alvin G. Pack, executive vice- 
president of Intermountain Radio 
Network, Salt Lake City, is said 
believe that scientists will 


shortly be able to record thought | 
waves; further, thought waves| 
‘and data on the newspapers. 


may be practically indestructible, 
‘and those of Plato may still be 
‘knocking around somewhere, 
awaiting interception. It seems to 
us that this will never be popular 
/around the bridge table. . . 

And a Seaboard & Western Air- 
lines plane recently flew in a $20,- 
/000 cargo in cobra skins to New 


No. 3052. 


Market. 


The case history of a merchan- 
dising event that increased sale: 
72%, promoted by the Fort Smith, 
Ark., dailies, is reported in this 
folder, issued by the Southwest 
American, Fort Smith Times Rec- 
ord and Southwest Times Record 
Included is market informatio: 
about the city and its trade area, 


Fort Smith Goes to 


|No. 3036. Parents’ Magazine’s An 


‘York loaded at Bangkok 
Madras... 
Lullaby Diaper Service, Fort 


| Worth, -has applied to FCC for 
|/permission to install 


nual Report to Advertisers. 

In this brochure, Parents’ Maga 
zine summarizes its advertisin;s 
revenues, 1928-1947, and its cir 
culation from the first issue (Oc 
tober, 1926) to January, 1948. Th 
report lists Parents’ advertiser: 
showing products advertised, tota 


/years’ use of the magazine an 


two-way | 


radio communication between 


|trucks and plant... 


It hardly seems likely that Rut- | 


‘gers News Service is correct, and 
that Kenneth Q. Jennings, jour- 
nalism prof at the university, will 


|start a compilation of newspapers | 


and other N. J. periodicals “under 
a grand provided by the Coun- 

Kennedy & Robertson Co., Min- 


neapolis advertising firm, keeps'| 


an employe suggestion box. A 
roving patrolman found the com- 
pany’s street door unlocked, wrote 
a note, dropped it in the box, 
locked the door and left. The note 
said “You may find it safer to lock 
your doors at night.” P.S.: he won 
the week’s award of $5... 


total advertisements through 194’ 


No. 3038. Your Best Customers i” 
Canada. 

Time Canadian reports on its 
circulation and readership in th: 
booklet. Details are given fc 
readers’ family size, occupation 
education, ownership of home 
autos, radios and appliances, an | 
the study indicates the influen: 


‘of Time’s Canadian subscribers o 


industrial purchases. 


No. 2966. Test Town U. S. A. 


Current market data for Sout 
Bend, Ind., is offered in this ne 
booklet, issued by the South Ben’ 
Tribune, along with a discussio 
of South Bend as a test marke' 
and an outline of what the pape 
offers. 
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DON’T SET 
YOUR COURSE WITH 
“FIGURES!” 


Be sure you have today’s 
facts and figures on Philadelphia — 
America’s 3rd market! 


Philadelphia Classified Advertisers Made 


The Inquirer First in 1947 


2nd PAPER 
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DAILY AND SUNDAY DAILY AND SUNDAY 


20 LINES 


Steer clear of statistics that fog 
today’s problems. Latest data show 
THE INQUIRER is your number 
one choice in Philadelphia. Out 
front in advertising linage 

and PRODUCTIVITY! 


NOW IN ITS 15TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


The Philadelphia 


Exclusive Advertising Representatives 


'.» W. LORD, Empire State Building, N. Y. C. 
Longacre 5-5232 


ROBERT R. BECK, 20 North Wacker Drive, Chicago 
Andover 6270 


GEORGE S. DIX, Penobscot Building, Detroit 
Cadillac 6005 


West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 
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Redesigned for eye value from cover to cover 
— better printing, better typography, better 
paper and, as always, the finest art and most 
authoritative writing. 


Largest newsstand sale the field 
Total circulation over 725,000' net paid 


100,000 bonus circulation . . . more than 22 million readers per issue 


* Publisher's Statement to ABC 12 31/47 
+Publisher's estimate — first 3 months of 1948 
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| a migration for you! 


Over 2 million times in the past 6 months men walked to the 
newsstands for OUTDOOR LIFE.** 


That represents a tremendous urge to read and use one cer- 


tain outdoor magazine. 


And because it’s that way, advertising brings wonderful results 
in OUTDOOR LIFE. 


Isn’t this the kind of interest you want in the magazine in 


which your copy appears? 


Only OUTDOOR LIFE, in the outdoor field, can bring you 
this extra advantage of over 50% newsstand circulation. 


READ WHAT Outdoor Life ADVERTISERS SAY! 


Fishing reel account—“*Cost per inquiry much better than average of all 
magazines” . . . Book publisher—‘“tAmazed and pleased at pulling power 
of OUTDOOR LIFE”’... Firearms manufacturer —“‘As usual, OUTDOOR 
LIFE tops the list of returns”...Mail order advertiser of knives — 
“OUTDOOR LIFE outpulls 3 to 1 on inquiries and 2 to 1 on actual 
orders”. . . Firearms manufacturer—‘“‘1245 requests in 10 days for our 
booklet following brief reference to it”... Fishing tackle advertiser — 
“Always impressed by lively pulling power of OUTDOOR LIFE. It leads 
the field”. . . Fishing equipment manufacturer —“*Great satisfaction to get 
responses we have from OUTDOOR LIFE. Orders coming in every day”. 


353 Fourth Avenue, New York 10, N.Y. 


Chicago: 360 North Michigan Ave. . Los Angeles: 1022 Gartield Bldg. San Francisco: 1014 Russ Bldg. 


Seattle: 618 Second Ave. 


* *If each walked only 50 yards that’s well over 50,000 miles 


big! 
. 
Pye 
| 
| 
; 
7 
| 
] 
| 
| 
| 
| 
| 
| 
yee 
6 
3 
4 


DISTRIBUTION 
IN “TEST TOWN, U.S. A.” 


You can’t miss when you test in the South Bend market. 
Controlled distribution exists here to make tests accurate. 
decisive, economical. Five wholesalers cover the entire 
% food field. In the drug field, one wholesaler and five chains 
handle distribution. The market for controlled testing — 
that’s “Test Town, U.S.A.” Write for free market data book. 


IS CONTROLLED 


BEND, 


STORY, BROOKS & FINLEY, INC. * NATIONAL REPRESENTATIVES 


WasHINGTON—Houston, San An- | 
tonio and Tulsa were notable in 
the week ending April 3 for hav- 
ing larger sales volumes (11, 13 
and 4%, respectively) than in the 
first week of April last year. 
Every other large city in the na- 
tion either showed no gain or was 
behind a year ago. 

The drop was not unexpected, 
however, as the corresponding 


week last year came just before | 


Easter. Compared with the past | 
years, the drop was not 
/serious. Based on 1935-39 weekly | 


averages, the index for the post- 


|Easter week this month dropped | 


'38 points to 279 from 331. This 
compared with a 34-point | 
drop after Easter last year and 57 
points the year before. 

Besides the three cities showing | 
‘gains over the final Easter week 


any 
| 


_ Canada’ s most 


| ( \ | 


widely 


publication 


900,000 EVERY WEEK 


The same variety of ap on 
which attracts 900, 
families every week is oe 
able to advertisers in the 
rotogravure, comic, mag- 
azine, article and fiction 
sections. 


PUBLISHED AT 80 KING STREET WEST, TORONTO 


Cp 
U. S. Representative: Ward Griffith Co. Inc. 


Montreal Advertising Offices: University Tower... 


of 1947, only Kansas City—whic 
‘held even—showed no loss. Ti 
| other cities were down from 1‘ 
| to 29%. The 29% drop was re- 
ported for New Haven. New Or- 
leans had a 27% downturn, Cin- 


DEPARTMENT STORE 


SALES INDEX 


1935.39 EQUALS 100 


Week to Apr. 3, ’48*.p279 | | 
Week to Mar. 27, °48* .331 [| 
Week to Apr. 5, °47*. .317 
Week to Mar, 29, '47* .283 | 


*Not adjusted seasonally. 
pPreliminary. 


|cinnati and San Francisco wer: 
off 21%, and Columbus was off 
22%. 

The Dallas (llth) reserve dis- 
trict fared best, with only a 3% 
loss from a year ago. The Rich- 
mond (fifth) district was off 
‘most, 20%. 
| Yr.-to-YVr. Gain 
} Week Ending 
| Federal Reserve 


Mar. Mar. Apr. 
| district and city 20 27 3 
UNITED STATES.. 9 17 —12 
Boston District... . 18 -17 
New Haven .... 1 25 —29 
‘ 2 14 
Springfield ..... - 49 27 -17 
Providence ..... 4 15 —19 
New York District. 4 rl5 —10 
2 9 
11 r41 -15 
New York .... 3 r10 
Rochester ...... 9 r40 —4 
Syracuse ....... --7 r27 —17 
Philadelphia Dist... 16 -11 
Philadelphia .... 15 -12 
Cleveland District. 12 26 -16 
14 46 -20 
Cincinnati 20 17 21 
Cleveland ..... 13 40 1¢ 
Columbus .... 17 27 22 
Pittsburgh ...... 7 16 -14 
Richmond District. 6 r7 -—20 
Washington .... 6 11 -20 
| Baltimore ...... 6 3 1% 
|Atianta District... 19 r22 -14 
Birmingham ... 30 25 1 
1 12 
Atlanta ...... 14 ris 14 
New Orleans .... 30 32 27 
Nashville ....... 20 12 lt 
| Chicago District 20 
5 17 1f 
Indianapolis . 11 9 19 
Milwaukee ..... 13 16 
| St. Louis District... 16 14 11 
| Little Rock ... 23 36 14 
Louisville ....... 21 23 3 
Minneapolis 
Duluth-Superior. ° 
Kansas City Dist... ri7 ri4 
16 13 1 
Kansas City 21 10 
Oklahoma City.. 24 19 ‘ 
Dallas District..... 19 25 
Fort Worth .... 23 38 
Houston «....... 34 42 1 
San Antonio .... 26 20 1 
San Francisco Dist. 4 10 -1 
Los Angeles Area 0 5 -] 
San Francisco... 4 16 2 
Salt Lake City... 4 18 
2 12 - 


r—Revised. 
*Data not available. 


| Four to Feigenbaum 


| Harry Feigenbaum Advertisin : 
Agency, Philadelphia, has bee 

/appointed to handle the advertis- 
‘ing of Padi Clothes, Philadelphi: : 
|Silvertex Clothes, Philadelphiz: 
|/Cumberland Brewing Compan:, 

‘Cumberland, Md., Old Expor 

beer; and Robert ‘Bruce Knitwea 
Company, Philadelphia. Maga- 
zines, newspapers, direct mail an | 
radio will be used. 


To Ingalls-Miniter 
| K. J. Quinn & Co., East Bostor, 
has named Ingalls-Miniter Com- 
pany, Boston, to handle the ad 
vertising of Quintone shoe polis! . 
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as off 
Co Gain 
nding 
ar. Apr 
27 3 
17 -12 
-—17 
25 —29 
14 16 
27 -17 
15 —19 
15 ~10 
9 -11 
41 
10 
| 
27 —17 
16 -11 
15 -12 
26 -16 
16 -20 
17 21 
16 
22 
-14 
wi -20 
1] -20 
1% 
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RUNKLE + THOMPSON KOVATS + INC 
ADVERTISING TYPOGRAPHERS AND PRINTERS 
NORTH DEARBORN STREET CHICAGO 10. 


This year, the board of judges of 


the Society of Typograpic Arts selected 

149 examples of typography and printing to 
hang in their current exhibition of design in 
Chicago printing at the Chicago Art Institute. 
39 of these exhibits were the work of RTK. 
Eleven exhibits were given awards for 
excellence of design, typography and printing. 
4 of these awards went to work produced 
by RTK. Naturally we are grateful to the 
S.T.A. for this recognition of the standard of 
excellence we strive to maintain in our work. 
At the same time, we wish to congratulate 

the S. T. A. for the consistent and successful 
effort it has made to develop an appreciation 
of superior design and execution among 
designers, producers and users of 
typography and printing in the Chicago area. 
This effort helps to keep alive in our 

plant, and in many others, the spirit of 

art and craftsmanship, and a friendly 
competition for excellence, that has given 
Chicago leadership in the graphic arts. 

The S.T. A. Exhibition of Design in Chicago 
Printing is now on display in the Print 

Gallery of the Chicago Art Institute. 

We hope you see it for its own sake and 

also because, this year, it is partly an RTK exhibit. 
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This map shows how the 
Tribune divides the Chicago 
Metropolitan Market into five 
areas. On Sundays, the Tribune 
issues a separate section for each 
of these areas. The circulation 

of each section is about 200,000. 
Your co-operative advertising can 
list selected groups of non-competing 
dealers in each section. This gives 
each of your dealers truly local 
sales coverage backed by the prestige 
and selling impact of the Sunday 
Tribune with its city and suburban 
circulation of more than 1,000,000 


reaching better than three out of 


every four families in the 


metropolitan market. 
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Point-of-Sale... 


CHICAGO TRIBUNE’S 


Selective Area 
Advertising Plan 


Now you can direct highly localized selling pressure specifically at 


the market served by each of your Chicago dealers. The map on 


the facing page shows the five Chicago areas in which the Tribune 
circulates five separate Metropolitan sections of the Sunday Tribune. 


Each of your dealers — regardless of the size of his advertising 


Your advertising is concentrated where 
it does you and your dealers the most 
good when you use the Chicago Trib- 
une’s Selective Area Advertising Plan— 


allowance — gets the benefit of local newspaper advertising at a cost | 


as low as one per cent of card rates. 


aS This is the kind of co-operative advertising dealers and dis- 


EACH DEALER GETS: 


tributors like. It is fitted to their problems. It will help you sell 
1 Selective coverage of his local market 


; more of the rich Chicago market — in itself big enough to take all or 
2 Prominent display of his name and 


location 
3 The low rate of just 1.4¢ a line! 


YOU GET: 
1 Better identification of your local outlets 


2 Enthusiastic dealer support 
3 Advertising that pays off right away ! 


an important part of your production. 


The plan has been tested in Chicago with gratifying results. 


To take advantage of it, manufacturers selling merchandise rang- 


ing from records and shoes to radios and washing machines, have 


already spent $400,000 in the Tribune. It can be applied in almost 


any newspaper market . . . it’s effective and inexpensive! Call or 


write your nearest Tribune representative today for complete details. 


USERS OF THE PLAN — Users of the Tribune's Plan include these manufacturers: Admiral, Bendix, 
Farnsworth, General Electric, Howard, Majestic, Phileo, RCA-Victor, Stewart-W arner, Stromberg- 
Carlson, Westinghouse, Wilcox-Gay and Zenith; as well as Bendix Home Laundry, Coleman Heater, 
Columbia Records, Enna Jettick Shoes, Eureka Vacuum Cleaner, Horton Troner, Jacobs Launderall, 
Landers, Frary & Clark Automatic Blanket and Maytag Washer. 


A. W. DREIER, CHICAGO TRIBUNE 
’ FITZPATRICK & CHAMBERLIN 
155 Monicomery St., San Francisco 4 
The World's Greatest Newspaper 


MARCH AVERAGE NET PAID TOTAL CIRCULATION: DAILY, OVER 980,000; SUNDAY, OVER 1,600,000 W. E. BATES, CHICAGO TRIBUNE 
Penobscot Building, Detroit 26 


E. P. STRUHSACKER, CHICAGO TRIBUNE 
220 E. 42nd St., New York City 17 


MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC. @ FIRST 3 MARKETS GROUP @ METROPOLITAN SUNDAY NEWSPAPERS, I?C. 
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Point-of-Sale... 


the CHICAGO 


Selective Area 
Advertising Plan 


Now you can direct highly localized selling pressure specifically at 


the market served by each of your Chicago dealers. The map on 


the facing page shows the five Chicago areas in which the Tribune 
circulates five separate Metropolitan sections of the Sunday Tribune. 


Each of your dealers — regardless of the size of his advertising 


Your advertising is concentrated where Ti allowance — gets the benefit of local newspaper advertising at a cost | 
it does you and your dealers the most 9m 


good when you use the Chicago Trib- as low as one per cent of card rates. 
une’s Selective Area AdvertisingPlan— @ 


This is the kind of co-operative advertising dealers and dis- 


EACH DEALER GETS: 


; tributors like. It is fitted to their problems. It will help you sell 
1 Selective coverage of his local market 


more of the rich Chicago market — in itself big enough to take all or 


2 Prominent display of his name and | 
lenailen : an important part of your production. 


3 The low rate of just 1.4¢ a line! 
YOU GET: 
1 Better identification of your local outlets 


2 Enthusiastic dealer support 
3 Advertising that pays off right away! 


The plan has been tested in Chicago with gratifying results. 
To take advantage of it, manufacturers selling merchandise rang- 
ing from records and shoes to radios and washing machines, have 
already spent $400,000 in the Tribune. It can be applied in almost 
any newspaper market . . . it’s effective and inexpensive! Call or 


write your nearest Tribune representative today for complete details. 


USERS OF THE PLAN — Users of the Tribune's Plan include these manufacturers: Admiral, Bendix, 
Farnsworth, General Electric, Howard, Majestic, Phileo, RCA-Victor, Stewart-W arner, Stromberg- 
Carlson, Westinghouse, Wilcox-Gay and Zenith; as well as Bendix Home Laundry, Coleman Heater, 
Columbia Records, Enna Jettick Shoes, Eureka Vacuum Cleaner, Horton Ironer, Jacobs Launderall, : 
Landers, Frary & Clark Automatic Blanket and Maytag Washer. : 


A. W. DREIER, CHICAGO TRIBUNE 


The World's Greatest Newspaper 


MARCH AVERAGE NET PAID TOTAL CIRCULATION: DAILY, OVER 980,000; SUNDAY, OVER 1,600,000 


E. P. STRUHSACKER, CHICAGO TRIBUNE 
220 E. 42nd St., New York City 17 


FITZPATRICK & CHAMBERLIN 
155 Monicomery St., San Francisco 4 
ond 448 S. Hill St., Los Angeles 13 


W. E. BATES, CHICAGO TRIBUNE 
Penobscot Building, Detroit 26 


MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC. @ FIRST 3 MARKETS GROUP @ METROPOLITAN SUNDAY NEWSPAPERS, I?<C. 
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Remember  Leube Joins Chen Yu 
WM. F. RUPERT Randolph P. Leube, former vice- 


president and general manager of 
Compiler of national birth Mark Cross Toiletries division of 
lists EXCLUSIVELY for the Mark Cross Company, New York, 
post fifty years. has been appointed eastern divi- 
90 Fifth Ave., New York 1) Sion manager of Chen Yu, Inc., 
CH 2-3757 New York. 


Look’ Raises Price 

The single copy price of Look, 
New York, will be raised in Can- 
ada and the Hawaiian Islands 
from 15 cents to 20 cents, effec- 
tive with the May 25 issue. There 
will be no change in the 15-cent 
price in the United States. 


FOR “‘HIGH-SPOT’’ COVERAGE 
| LET US LEND A HELPING HAND 


| This, for example, is our 
| Schaefer, ideally located 


) where circulation is great. 


Write for details 


The R.C Maxwell Co. Trenton 


Crosby Backs New 
Reli Punchcard 
Listener Survey 


New Technique Gives 
Audience Size, Flow, 
Product Identification 


Beverty Bing 
Crosby Enterprises is putting its 
weight and money behind a new 
radio audience measurement or- 
ganization with a technique that 
gives “just about any data de- 
sired, including the color of the 
listener’s hair and his 
breakfast food.” 

The new organization is Radio 
Encyclopedic Listener Institute, 
which is now making preliminary 
audience surveys using its Reli 


Your ad 
is in the Locally Edited’s 


will be read 


without this! 


You don’t have to shout or stand on your head to 


Magazines. Our readers are in the right mood for 


about people, places and events right in the 


reader's own home town and state. 


Shoulder-to-shoulder with such local 
features, your advertisement will re- 
ceive top readership. Authoritative 


readership surveys prove this*. 


San Antonio Express 
Louisville Courier-Journal 
Columbus Dispatch 


get attention for your ad in the Locally Edited Gravure 


reading your message. It enters their homes as part of a 
magazine they take pride in...one they enjoy reading. 
Why? Because each of the Locally Edited Magazines 


mirrors the local scene with pictures, articles and stories 


Atlanta Journal 


dic 


for greater advertising value. Total circulation: over 1,650,000. 


Eight weekly newspaper magazines featuring The Local Touch for highest reader interest, 


Indianapolis Star 
The Nashville Tennessean 


New Orleans Times-Picayune-States 


Houston Chronicle 


*Ask us to show you! Contact any of the following Representatives: Branham Company, Jann & Kelley, 
John Budd Company, Kelly-Smith Company, O'Mara & Ormsbee, Sawyer-Ferguson-Walker Company. 
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When you 
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Remember 


WM. F. RUPERT 
th 


Compiler of national bi 

lists EXCLUSIVELY for the 

past fifty years. . 

90 Fifth Ave., New York 11 
CH 2-3757 


Leube Joins Chen Yu 


Randolph P. Leube, former vice- 
president and general manager of 
Mark Cross Toiletries division of 
Mark Cross Company, New York, 
has been appointed eastern divi- 
sion manager of Chen Yu, Inc., 
New York. 


‘Look’ Raises Price 

The single copy price of Look, 
New York, will be raised in Can- 
ada and the Hawaiian Islands 
from 15 cents to 20 cents, effec- 
tive with the May 25 issue. There 
will be no change in the 15-cent 
price in the United States. 


FOR “‘HIGH-SPOT"’ COVERAGE 
| LET US LEND A HELPING HAND 


This, for example, is our 
Schaefer, ideally located 


where circulation is great. 


The B.C. Maxwell Co. Trenton N.J 


Write for details 


Crosby Backs New 
Reli Punchcard 
Listener Survey 


New Technique Gives 
Audience Size, Flow, 
Product Identification 


Beverty CaL.— Bing 
Crosby Enterprises is putting its 
weight and money behind a new 
radio audience measurement or- 
ganization with a technique that 
gives “just about any data de- 
sired, including the color of the 


survey cards. 

Crosby executives back the new 
technique because of their con- 
viction that other audience sur- 
vey systems merely indicate the 
fact that a radio is in use and 
tuned to a particular station and 
do not indicate intensity of inter- 
est or penetration of sponsors’ ad- 
vertising messages. 

According to Basil Grillo, Crosb: 
executive, the Reli system offers 
(1) positive listener identifica- 
tion; (2) audience size; (3) audi- 
lence flow; (4) audience com- 
ponents; (5) attraction and reten- 
tion of commercials; (6) program 
and product identification; (7 
brand purchasing habits; (8) pro- 
gram acceptability; (9) listening 
|regularity; (10) validation and 
economic information. 


Tested in Santa Barbara 


listener’s hair and his 
breakfast food.” 


favorite | 


The initial test of the system 


The new organization is Radio| was made with the cooperation of 


Encyclopedic Listener 


Institute, | Santa Barbara, Cal., radio sta- 


which is now making preliminary tion. The test was designed to de- 


audience surveys using 


Your ad 
in the Locally Edited’s 


will be read 


without this! 


You don't have to shout or stand on your head to 


get attention for your ad in the Locally Edited Gravure 


Magazines. Our readers are in the right mood for 


reading your message. It enters their homes as part of a 
magazine they take pride in...one they enjoy reading. 
Why? Because each of the Locally Edited Magazines 


mirrors the local scene with pictures, articles and stories 


about people, places and events right in the 


reader's own home town and state. 


Shoulder-to-shoulder with such local 
features, your advertisement will re- 
ceive top readership. Authoritative 


readership surveys prove this*. 


Eight weekly newspaper magazines featuring The Local Touch for highest reader interest, 


for greater advertising value. Total circulation: over 1,650,000. 


San Antonio Express 
Louisville Courier-Journal 


Columbus Dispatch Atlanta 


Indianapolis 
The Nashville Tenne 
Journal 


New Orleans Times-Picayune-States 


Star 
ssean 


Houston Chronicle 


*Ask us to show you! Contact any of the following Representatives: Branham Company, Jann & Kelley, 
John Budd Company, Kelly-Smith Company, O'Mara & Ormsbee, Sawyer-Ferguson-Walker Company. 


its Reli| termine what per cent of homes in 


| the area were tuned to the sta- 


|tion during 15-minute periods, 
‘daytime and evening. A double 
card, about 4x6 inches in size, 


/with return postage attached, was 
mailed to a cross section of area 
/residents. One card contains in- 
‘structions; the other is the Reli 
survey card. 

The latter card shows the day 
|marked off in 15-minute periods, 
opposite each of which are places 
‘to punch four holes. Throughou* 
‘the day, at some time during each 
/quarter-hour, the announcer of 
| the cooperating station would say, 
\“If you have a Reli card, please 
‘punch it.” Listeners also were 
|asked to punch holes to indicate 
‘their sex, whether over or unde: 
18 years old, whether they have 
a telephone in their home and 
how many radios in the home. 


Prizes for Returns 


| To encourage cooperation and 
‘quick return of the cards within 
| 24 hours, those returning punched 
‘or unpunched cards are eligible 
|for prizes, with winners being 
|selected by drawing. This method 
‘of drawing has been checked with 
the Post Office Department, which 
‘has ruled it legal, Mr. Grillo said 

Objective of a second test was 
|to determine station preferences 
|in the Santa Barbara area. Those 
‘receiving the card were asked to 
|indicate what stations they listen 
to, and how many days per week 
\they listen to each station. An- 
swers were indicated again by 
punching appropriate holes. 

The third type of card will be 
used in the Los Angeles area 
within the next month so that re- 
|sults will be available for showing 
‘at the exhibit which Radio En- 
cyclopedic will have at the Na- 
tional Association of Broadcasters’ 
convention, May 17-21. 

Cards will be numbered fo! 
identification purposes, and the 
cross section used will be broken 
down into economic areas to de- 
|termine influence of such factors 
on response. 


Ready for NAB Meeting 


On this card, no time or pro- | 
grams will be indicated as such 
Instead, the programs be 
checked will be lettered from A 
‘to H, and announcers will say, “I! 
/you have a Reli card, punch No. | 
after the letter. . .” There will be 
| the numbers “1,” “2” and “3” afte: 
|each letter and the announcer wil 
_make the request at the beginning 
'the middle and the end of th 
| program, each time asking for the 
|punching of a different numbe: 
|The intention here is to measure 
audience flow. 

The card will also carry the 
names of the products advertised 
on the programs being checkec, 
‘and card holders will be asked to 
punch out the answer to the ques- 
‘tion, “Which product is adver- 
'tised on this program?” Other 
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Advertising Age, April 19, 1946 


Apply cleansing cream. 
Remove with tissues 


2 Moke suds with mild 
soap end hot wetter, 
Work lather into skin 
with fingertips. 


RECIPE—Consumers’ Gas Co., Toronto, 

isn't advertising a new toiletry here, but 

calls attention to the importance of hot 

water in ‘five steps to an easy facial.” 

Locke, Johnson & Co., Toronto, pre- 
pared the copy. 


questions include: 
today’s program?” and “How often 
do you hear this program?” 
Crosby Enterprises believes Reli 
will obtain far more definite and 
verifiable data than is now pos- 
sible, because “the fact that a 
particular station is tuned 
means nothing, but if the listener 
punches the card as directed, it 
will be definite proof he is listen- 
ing.” Similarly, by asking listen- 
ers to name products advertised, 


it will be possible to determine 
penetration of the advertising 
message. 


Crosby people admit there are 
still a number of kinks to be 
ironed out before the system can 


“Did you enjoy | 


in | 


be put into general use, but be-. 


lieve the idea is sound and that 
with a few more pilot surveys 
they will have practical data far 
superior to any now available. 
This opinion got a big boost, said 
Mr. Grillo, when Broadcast Meas- 
urement Bureau indicated it 


might be interested in doing some- | 


thing with the system. 


Ad Council Supports 
Rat Control Drive 
The 


Advertising Council, New | 


York, will cooperate with the Na-| 


ional Committee for Rat Control, | 


U. S. Department of the Interior, 


n an advertising program to re-| 


uce the number of rats in cities 
f over 10,000 population. 

Advertisers will be asked to en- 
st public cooperation in 


the | 


rive during May and June. Plans | 


ave been made by the Rat Con- | 


ol committee, under the chair- | 


anship of H. M. Warren, vice- 
resident of the National Carbon 


ompany, to establish mayors’ 
mmittees in 32 demonstration 
ties as focal points for com- 


unity action. Henry C. Wehde 
. is the council’s staff campaign 
anager on this project. 


Promotes Fibretone 


Johns- Manville Corporation, 
‘ew York, is launching a cam- 
aign in April issues of Architec- 
‘ral Forum and Newsweek fea- 
\ring Fibretone acoustical mate- 
ial. Basic theme of the drive is 
We've built a better ‘noise trap’.” 
‘ne agency is J. Walter Thomp- 
on Company, New York. 


| 
| 
| 


} 
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“Trattic World’ Moves 


Traffic Service Corporation has 
transferred the general business, 
editorial, circulation and produc- 


tion offices of Traffic World from 
Chicago to Washington. The cor- 
advertising headquar- 


poration’s 
ters will remain in Chicago. 


| 

'S.O.S. Buys Soil-Off 
S.0.S. Company, 

| manufacturer of S.O.S. soap-pad 

‘cleanser, has acquired the Soil- 

Off Mfg. Company of Glendale, 


Chicago, 


Cal., manufacturer of liquid 
cleaner for painted surfaces. Ad- 
vertising for Soil-Off will be 
moved from the Los Angeles office 
to the San Francisco office of 
McCann-Erickson. 


Keller Named V.P. 


Roy J. Keller, genera) sales 
manager of TelAutograph Corpo- 
ration, New York, has been elected 
a vice-president. Mr. Keller, who 
joined TelAutograph in 1924, has 
been general sales manager since 
1945. 


Paulson Joins ‘Coronet’ 


Clarence E. Paulson, who has 
represented several national maga- 
zines on the Pacific Coast, has 
joined the executive advertising 
sales staff of Coronet, as Pacific 
Coast representative, with head- 
quarters in San Francisco. 


Jack L. Schlotman, formerly 
in charge of sales in the 11 states 
comprising Park & Tilford’s west- 
ern division, has been appointed 


western division manager of the 
wine and liquor division of Park 
& Tilford Distillers, with head- 
quarters in Los Angeles. 


New Products? 
I took 


cover 
for 


18 years to dis 
“8S Basic Plans” 
quick distribution, 

Tested ideas. 
$10 for complete 


sales 
Send 
outline 


Box 7020, Advertising Age 
330 W. 42nd St., New York 18, N.Y 
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‘Bhs boom developed the most peculiar characteristics. 
More radio and television sets were made than ever before 
in history (18 and a half million in 1947 alone!). Yet 95 
radio companies have stopped making radios since 1945! 
Fifty of them have quit the radio business altogether. 


Prices have been cut as much as 25%. Table model sets 
at $9.95 are on the market... the cheapest radios since pre- 
war days! A radio manufacturer whose sales increased by 


42%, finds that his gain in net profit is only 25%. 


What explains this situation? Well, maybe people 
had been led to expect too much from post- 
war radios. Maybe they were disappointed to 
discover that instead of built-in radar and 
two-way talking equipment, the new radios 


J ust a short while ago, it seemed as if the guaranteed way to get-rich- 
quick was to enter the radio manufacturing business * What could 
be surer? Surveys showed that 65% of all the people were planning to 
buy new radios as soon as the war ended. * From the banker’s wife in 
Boston, to the farmer’s wife in Four Corners, a new radio ranked high 
on the post-war shopping list (in some cases, right after automobiles). 
The biggest radio boom in history was all wound up and ready to go 
sky high. * But something went wrong. 


merely had the usual tubes, and the usual loud speaker, 
and the usual number of push buttons to bring them the 
usual radio programs. 


Or maybe it was simply a case of too many radios coming 
out too soon. Today, competition, as tough as the radio 
industry has ever known, is back again. Today, the radio 
manufacturer who wants to keep his business expanding at 
reasonable cost, knows that he must find new markets. 


There is such a new market... big, rich, and still 
untapped ...that he can reach easily and profitably. 


It consists of the 6,000,000 young women 
who are the readers of the Dell 
Modern Group... Modern Romances, 


Modern Screen, Screen Stories. 


Modern 
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How is it untapped? Of the 2,500,000 readers of Modern 
Romances, for example, 66% are between the ages of 18 
and 30. Take the five “‘no selling” war years out of their 
lives, and it is obvious that radio brand consciousness is 
just being formed by them. No one has yet done a complete 
and thorough job of selling them brands of radios. The 
manufacturer who moves in now can not only win them 
easily... he can capture them for life! 


70% of these Modern Romances readers are married, 
(most of them recently) and a goodly portion of the rest 
will be married soon. Homes will be established and fur- 
nished, radios will have to be bought...in many cases for 
the first time. Could there be a more perfect opportunity for 
radio manufacturers than this market? 


The readers of Modern Romances have one distinctive 
quality. They prefer and respond to an emotional presen- 
tation of editorial material. So they pass up the average 
magazine and the so-called “service” magazines. They read 
Modern Romances because it is custom-edited for their 
tastes, needs, and interests. They simply cannot be reached 
through any other type of publication! 


How is it a rich market? 56°. of Modern Romances 


Romances 


readers have incomes of 
$3,000 or over. (Only 26% 
of the U.S. as a whole earns 
as much!) Their median 
weekly earnings amount to 
$64.78, 46% above the 
national. They not only need 
and want those new radios 
you have to sell...they can 
afford to buy them! 


If you’re wondering what happened to all the people who 
wanted new radios...if a big, rich, new market is what you 
need now to keep expanding profitably...the 6,000,000 
young women who read Modern Romances and the Dell 
Modern Group may be the answer. 


it is certainly a story worth hearing! 


WHERE DOES YOUR PRODUCT STAND 
IN THE RADIO FIELD? 


Send for a free copy of the radio section of Dell’s 10th 
Annual Survey of Homemaking .. . an authoritative, com- 
plete study that shows competitive position, breakdown by 
markets, age groups, income... plus the long-range buying 
trend. Write to Research Department, Dell Publishing 
Company, 149 Madison Ave., N. Y. 16, N. Y. 


of the Dell Modern Group 


MODERN ROMANCES...MODERN SCREEN...SCREEN STORIES 
Dell Publishing Company, 149 Madison Avenue, New York 16 
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Advertising Age, April 19, 1948 
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Trimz Opens Campaign 
Backing Dealer Drives 
Trimz Company, Chicago, a di- 
vision of United Wallpaper, has 
launched a spring promotion pro- 
gram to support one of the largest 
dealer campaigns in its history. 
The campaign includes national 
and local advertising, dealer kits 
of sales and merchandising ma- 


terials and an extensive program | 
A cam-'| 


of dealer sales meetings. 
paign feature is the three-dimen- 
sional electric flasher display for 
store windows that 
model living room showing an 
ensemble use of two Trimz ready- 
pasted wallpaper patterns. 


‘Wood Agency Moves; 
Appoints Grace 

Calvin D. Wood, Advertising, 
San Francisco, has moved its 
|offices from 617 Montgomery St. 
to larger quarters at 525 Market 
St. 

William H. Grace, 
with Pan American Airways, has 


joined the agency as an account! 


executive. 


Seciety Editor 


OLIVE WAS 
Mogorime Writer 


HELEN KNOX SPAIN 
Music & Art Editor 


ELIZABETH 


Morkets Assistont 


JUDY SHACKERFORD 


“Accent on Youth 


DOZIER 
Gorden 


PAULINE ROBERTS 
Libronion 


MARGARET SHANNON 


ASHTON 
Women's News Reporter 


VW. CARTER 


Mogaiine 


Depend on The JOURNAL 


From weddings to family menus, from fashions to 


the vegetable patch . . . this staff covers news in a 


WMARGAKET TURNER 
Club Editor 


HOKROTHY CHEMIN 
Reporter 


EDITH COOGLER 
Women's News Fditor 


BILLIE CHENEY 
Sports Reporter 


F. ST. JON 
Mogarine Writer 


way that appeals to all Georgia women. Their daily 


goal—to feature fresh news, timely reports and 
helpful tips to enrich the lives of housewife, career 


woman and teen-ager alike. 


Che Atlanta Journal 


THE JOURNAL COVERS DIXIE LIKE THE DEW 


BILEEN HALE. 
Mageorme Writer 


Reporter 


ANNE COGRURN 


THELMA G. LEWIS 


EDWINA DAVES 
porter 


PATRICIA LA HATTER 
Picture Editor 


Society Reporter 


Librarian 


NINA K. STEWART 
Librorion 


includes a} 


formerly | 


MARCH SALES OF CHAIN STORES 


More Advertising 


| 
| 
| 


| 
| 


/eries 


Needed, Fisheries 


Industry Advised 


Pato ALto, CaL.— More than 
700 delegates to the National Fish- 
Institute’s third annual 
meeting here endorsed more pro- 


|motion to educate Americans to 


eat more fish. 
Ways and means of putting the 


equivalent of another Friday into 


the consumers’ week occupied 
most of the program during the 
meeting. Institute officials advised 
members that an extensive adver- 
tising and promotion program 
must be started soon for the na- 
tion’s fishing and fish processing 


industry. 


institute ad- 
director, 


Murray Wheeler, 
vertising and _ publicity 


|reported to the convention on the 


educational campaign already be- 
gun by the institute on behalf of 
the entire industry. 

Ad Pulls 30,000 Requests 


He declared that more than 100,- 
000 articles giving information 


‘and recipes about fish and shell- 


‘these have appeared 


fish have been sent out since last 
November and that thousands of 


| papers, magazines and other pub- 


| vertisements 


liam 


lications as well as on the air. 

In addition, Mr. Wheeler re- 
ported, the institute has run ad- 
in leading women’s 
magazines and _ received more 
than 30,000 inquiries for “Fish and 


more 


~ March . % Gain 3 Months ————,, % Ga 
Food Chains 948 1947 or Loss 1948 1947 or Lo: 
Jewel 11,324,610 $ 9,372,013 +20.8 $ 33,687,440 $ 26,987,836 +24 
Kroger Co. 62,802,779 58.708.87! +7.0 183,401 667 166,593,406 +109 
National Tea 20,892, 169 15,768,211 +-32.5 62,556,608 44,502,480 -+40 
Safeway 93,964 899 78,945.09! -+-19.0 276,185,215 225,431,997 +22 
Group Total ..$188,984,457 $162,794,186 +16.1 $ 555,830,930 $ 463,515,719 +33 
Mail Order 
Sears, Roebuck .........$194,524,475 $151,710,686 +28.2 $ 334,468,571 $ 266,305,885 
piegel 12,832,408 11,916,955 +7.7 27,826 424 27,310,204 
Group Total $207,356,883 $163,627,641 +26.7 $ 362,294,995 $ 293,616,089 -+-23.4 
Drug Chains 
$ 3,810,082 $ 3,850,433 —i.0 $ 10,861,640 $ 10,929,918 
Walgreen 13,353,687 12,815,187 +4.2 38,742,691 36,417,159 +64 
Group Total ....... $ 17,163,769 $ 16,665.620 $ 49,604,331 47,347,077 +4438 
Variety and Miscellaneous 
Beck, A. S. Shoe $ 4,292,609 $ 4,152,203 +3.4 § 9,354,153 $ 9,007,242 -+3.9 
Bond Stores 8,102,395 8.183.049 —I.0 18,603,315 18,673,322 —0.4 
Butler Bros. 13,943,515 11,868,792 +-17.5 36,612,688 31,431,045 +165 
Colonial Stores 16,014,762 15,881,286 +0.8 40,949,916 40,091,717 +2 
Consolidated Ret. Stores. 3,408,195 3,027,533 +-12.6 7,840,772 7,374,970 +6 
Edison Bros. ..». 8,297,375 6,287,815 +31.9 17,038,958 14,442 854 +-17.9 
Fishman, M. H. 667,203 577,864 +-15.5 1,511,814 1,430,670 -+5.7 
Gamble-Skogme 12,471,427 11,853,705 +5.2 31,024,755 30,763,347 +0.9 
Grant, W. 18.664 843 16,339,386 +-14.2 43,727,788 39,025,193 +12 
Kresge, S. S 24,423,478 20,370,725 +-19.9 59,344,174 52,477,70! -+-13 
Kress, S. H 13,140.46! 12,636,667 +4.0 33,123,803 33,973,802 2 
Lane Bryant, Inc 5,450,747 5.241.495 +-4.0 12,828,821 12,335,562 +44.0 
McCrory 8,514,311 6,822,592 +24.8 20,425,843 17,959,699 +-13.7 
McLellan Stores 4,399,408 3,462,010 -+-27.! 7,539,236 6,502,429 -+-15.9 
Melville Shoe Corp 9,028,779 9.124.760 —!I.! 16,279,248 16,153,782 +0.8 
tMercantile Stores 9,824 500 8,892,900 +-10.5 17,055,900 15,925,300 +7. 
Murphy, G. C 10,899,401! 8,345,294 +30.6 26 942,902 22,115,680 +21.8 
Neisner Bros. 4,911,574 3,604,734 +36.2 11,191,716 9,028,348 -+-24.0 
tPenney, J. 65 897,650 56,276,078 -+-17.! 158,697,517 141,997,205 
Rose's 5-10-25 1,229,616 1,056,780 -+-16.3 2,952,501 2,872,503 +-2.8 
Western Auto , 9,142,000 7,641,000 +19.6 23 663,000 22,018,000 +7. 
| *Woolworth, F. W 52, 328,610 
Group Total $252 724 269 $221,646,668 +14.0 $ 596,708,820 $ 545,600,372 +9.4 
Combined Total $666 229.378 $564,734,115 +18.0 $1,564,439,076 $1,350,079,257 -+-15.9 
*Not included in totals 
tTwo month period. 
helped in multiplying sales of 


oranges and lemons. 

“Lemons are widely used as a 
garnish on fish, meats and vege- 
tables,”, he observed, “but gar- 
nish is a decoration with little 
practical value when cut in round 
slices. So Sunkist has spent a 
great deal of money telling the 
important lemon flavoring 
story. That means segments or 
wedges which people can squeeze. 
We have developed and are be- 
ginning manufacture of a lemon 
sectionizer. 


Problems Compared 


“Our lemon advertising is de- 
veloped around the theme, 
‘Lemons bring out the flavor.’ To 
create interest in lemons we have 


given fish thousands of dollars 
worth of advertising. We don’t 
ask financial reimbursement for 


this service, but you can recipro- 
cate by showing big segments of 
lemons whenever you _ illustrate 
fresh or canned fish.” 

Mr. Eller likened the problem 
of the fisheries industry to the one 
faced by his organization 40 years 
ago. “Fish also are a_ natural 
food,” he reminded his listeners. 
“It is almost inevitable that com- 


modities not supported by con- 
sumer education in some form 
will be pushed aside by others 


‘which utilize merchandising meth- 


in news-! 


Shellfish Cookery,” an illustrated | 


folder, as a result of the first ad. 

J. Walter Thompson Company 
handles the account. 

The fishing industry faces the 
task of changing the eating habits 
of the American people in relation 
to fish and shellfish products, Wil- 
E. Eardley, Seattle, chair- 
man of the advertising and pro- 
motion committee, told the con- 
vention. 


Eller Speaks 


To lend strength to tneir plat- 
form, institute officials invited 


|Russell Eller, advertising manager 


of California Fruit Growers Ex- 
change, to highlight the conven- 
tion with a broad report on his 


‘organization’s success in building 


| of Sunkist advertising and 


up a great demand for a product 
once accepted by a small minority. 

Mr. Eller explained high points 
mer- 
chandising history, and told how 
various merchandising devices 


ods to increase consumer demand. 

“If you should ask me, which 
you haven’t, why people don’t eat 
more fish, I would say that too 
few people really know how to 
prepare it. Whether the product 
is fish, fish products, citrus or 
meat, we must explore new ways 
to prepare it,” Mr. Eller said. 


Ellison Named A.M. 


Cyril Lee Ellison, for the pas? 
nine years eastern § advertising 
representative of American Artist 
New York, has been appointed ad- 
vertising manager of the maga- 
zine, succeeding Frederick S. Sl) 
who has resigned as advertising 
and circulation manager. Leighton 
Guptill, former assistant circula- 
tion manager, has been appointed 
circulation manager. The maga- 
zine is published by Watson-Gup 
till Publications, New York. 


Join St. Louis Agency 
William H. Austin, formerly 
with Al Paul Lefton Company 
New York, has been named pro- 
duction traffic manager of Winius- 
Drescher-Brandon, St. Louis, for- 
merly known as Anfenger Adver- 
tising Agency. James D. Nevins, 
formerly in the advertising de- 
partment of Stix, Baer & Fuller, 
St. Louis, has joined the copy 
staff, and Harold W. Jones ha 
joined the creative staff. 
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PK RANKED HIGH FOR TEST CAMPAIGNS 


Agencies and manufacturers surveyed by Sales Management (Sept. 1, 
1947) placed Spokane as 14th among 43 leading test cities out of a 
possible 140, and 8th among 38 cities leading in the 100,000 to 500,000 
population group. Among cities leading in total newspaper mentions 
Spokane was 13th, and 2nd among Pacific Coast cities of 100,000 to 
500,000 population. 


PK ADEQUATE PER CAPITA INCOME 


The Spokane Market's gross per capita income is $1,281 or 11% higher 
than the U. S. average. The “plus” gives ample assurance that incomes 
will not dip below average due to temporary conditions during an im- 
portant-test campaign. 


> 4 ISOLATED FROM OTHER MARKETS 


Spokane is over 300 miles distant from any city of comparable size. Its 
trade area, known as the Inland Empire, is bounded on all four sides by 
great mountain ranges. Tests may be made without results being affected 
by advertising or sales efforts made elsewhere. 


ADDITIONAL ADVANTAGES WORTH KEEPING IN MIND 


The Spokane Market with permanent and firmly established industries is stable . . 
is an “inventory control’ city . . . Checked results of test campaigns run in this typical market have led increasingly to use of 
the Spokane area for tests .. . What works well for others will work equally well for you. 


MORNING 
Polk 


CONSUMER ANALYSIS 
AVAILABLE 


Important consumer data on the % 

lucrative Spokone orea is con EVENING 
toined in the 1947 RL. Polk & 

Co. Consumer Analysis of the 

Spokane Morket. A card to the 

Manager of the General Adver 
tising Division will get you a 
copy. 


i d 
The Spokane Market is the perfect — ons 
for edvertaing and sales campaigns. The fo 


kane 
market thoroughly covered by the two Spo 


Dailies. 


“PK DIVERSIFIED INDUSTRY - BUSINESS 


Power from Grand Coulee Dam, a wealth of minerals of many kinds, 
great stands of timber, plus variety in terrain, climate and soils, produces 
diversity of industry, business and agriculture. Residents of the Spokane 
Market live in communities of varied kinds—farming, mining and lumber- 
ing centers—communities with important factories—college and university 
towns. 


TYPICAL POPULATION MAKE-UP 


The 795,300 people living in the Spokane Market constitute a live, alert 
and diversified population which breaks down as follows: Rural non-farm, 
31.9%—Rural farm, 29.7% —Cities, 2,500 to 30,000, 22.2%—Metropolitan 
(Spokane), 16.2%. 


*K COVERED BY JUST TWO DAILIES 


Dominant coverage in the Spokane market is secured by using Spokane’s 
two great daily newspapers. Their combined week-day circulation is over 
150,000. The Sunday Spokesman-Review has a circulation of over 120,000. 
Both newspapers cooperate closely with advertisers. 


. Spokane has excellent transportation and distribution facilities . . . 


SUNDAY 


Advertising Representatives: Cresmer & Woodward, Inc., New York, Chicago, Detroit, Los Angeles, San Francisco. 
Color Representatives, SUNDAY SPOKESMAN-REVIEW Comic Sections: Metropolitan Group. 
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THE UNQUESTIONED LEADER 


*A sportsman with an appreciation of the finer 
things of life—and the leisure and means to 
enjoy them. 

For instance, a recent survey shows that 
Spend-o-crats travel 36% farther—one of the 
reasons why every plane in Eastern'’s Great 
Silver Fleet carries a current issue of SPORTS 
AFIELD Magazine. 
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Chicago May Get 
First All-Negro 
Radio Station 


Cuicaco—If the FCC approves, 
Chicago soon will have a 1,000- 
watt station owned by and pro- 
grammed primarily for Negro 
residents of the city. 

Outstanding feature of the pro- 
posed station’s programming is 
the emphasis on live talent. The 
application states that 28%% of 
the time will be devoted to live 
commercial shows. 
Carter, vice-president of Afro- 
American Broadcasting System: 
“There are any number of tal- 
ented Negro musicians and enter- 
tainers who have not had ade- 
quate opportunities 
strate their talents. We plan to 
provide them with an opportunity 
to do so on the air.” 

Another unusual proposal con- 
tained in WVON’s application to 


the FCC is that of devoting 30% | 


MA 


Don’t Miss— 


Read Foreign 
Service 


If you have sporting equipment to 
sell, you have a sure fire market 
among the 1,300,000 Foreign Serv- 
ice subscribers. According to a 
recent Starch Survey, there are 
more sports enthusiasts among For- 
eign Service readers than in any 
other group of comparable size and 
ages.* For example, almost half a 
million Foreign Service readers 
like to hunt and fish. And every 
other sport has a large group of 
ardent followers. You sell them by 
advertising in Foreign Service, the 
magazine that holds their confi- 
dence because it is devoted to their 
interests as overseas veterans. 


*Daniel Starch Survey 1947 


Published by 
VETERANS OF FOREIGN WARS 
OF THEU.S. 


Said A. R.| 


to demon-) 


Gazine | 


Sportsmen Who 


of its time to non-sponsored pro- 
grams of a public service nature, 
or double the FCC requirement. 
Said Mr. Carter: “We feel that 
there is a distinct need for public 
service programming, including 
classical music, vital speeches, 


ization. 


Dr. Clifford F. Kyle, 


days after the FCC grants author- 
It is said to be the first 
-all-Negro station in the country. 

noted 
negro pastor of the Inter-Racial 
Fellowship Church in Chicago, 
president of Afro - American, 


the United Broadcasting Company, 
Cleveland. The company controls 
WHK, Cleveland, WHKC, Colum- 
bus, and WHKK. 


AMA Show Expects 
Many Foreign Visitors 


Exposition in Cleveland, April 26- 
30. Nearly 400 different American 
industries and businesses will be 
represented by 5,000 companies 
who will send delegates, the AMA 
reports. 


is 


P&T Appoints Mungan 


church programs.” which has its offices at 3456 S. y 

The company already has com-| State St., here. Representatives of 19 foreign) John J. Mungan, former assist- a 
pleted contractual arrangements | Geetbnenine: countries, including several hun- ant national sales manager of 

dred from Canada and groups Schieffelin & Co., New York, has 1a 

iter Richmond Named V.P. from both Europe and South been appointed special assistant 
in Hopuins Fark, near Kankake R. W. Richmond, general man- America, will be among visitors to Jim Johnson, vice-president in 


Ill., to operate on 610 kce., and ex-| ‘ager of Station WHKK, Akron, 
pects to be on the air within 90|has been named vice-president of 


to the 17th annual American Man- 
agement Association Packaging 


charge of sales of Park & Tilford 
Import Corporation, New York. 


Now, for the first time, comes the solution 
to the two-color engraving dilemma. Here, 
in 100 pages, are 4200 different combina- 
tions of a color with black or a color with 
another color. Completely eliminates 
guesswork! You see instantly the graded 
tonal variations that are practical (and 
true to your original concept) when a 
color is combined with black or with a 
second color. 

The variations are arrived at by a math- 
ematical scaling of screens ranging from 
15% of color with 15% of black (or sec- 
ond color) to solid color with 90% of 
black (or second color). The screen com- 
binations are in the form of rectangular 
patches, below each of which is printed 
the percentages of color used. The practi- 
cal printing shades of all color families 


When the colors you want are predeter- 
mined, all possibilities of tone combinations 
are graphically represented in the 42 screen 
patches. The percentages clearly indicate 
how to specify the result desired. 

When the colors you want are open to se- 
lection, reference to the various color fami- 


THE FAIREST OFFER YOU EVER READ! 
SEND COUPON TODAY! 


GRAPHIC PUBLISHING CO., INC. 
Graphic Building 

22 Bond Street, New York 12, N. Y. 
I'd like to inspect the DUO-COLOR GUIDE. Send it to 
me for a ten-day free trial. If you don’t hear from me 
in 10 days that means I like it. Just bill me for $35. 


NAME 


FIRM NAME | 


STREET 


cITY —~ZONE___STATE | 


The Duo-Color Guide 


A New and Amazing Color Guide That Enables You— 
Before You Order—To See, To Select and To Speciiy 


EXACTLY 
The Two-Color Reproduction Effect You Want! 


Here are just a few uses for the DUO-COLOR CUIDE: 


PAUL SMITH, Art Director, DrArcy Adv. Co., ine 


are shown! A single-patch viewing win- 
dow is provided so that you may mask 
out the surrounding patches to concen- 
trate your vision on the combination un- 
der consideration. Also, there’s a trans- 
parent plastic disk imprinted in black 
type and white type which enables you to 
predetermine how the tones selected will 
accept black or reverse type. 

All you have to do is select the desired 
tone and specify the indicated percent- 
ages of each of the two colors which have 
been combined. 


THIS IS A MUST FOR EVERY ARTIST, 
ADVERTISING MANAGER, ART DIREC- 
TOR, PRODUCTION MANAGER, PRINT- 
ER, ENGRAVER AND LITHOGRAPHER 
IN THE GRAPHIC ARTS INDUSTRY! 


lies will enable you to select the exact effect 
you desire as well as the necessary inks. 
When you want to tint key halftone repro- 
ductiéns with a Ben Day of a second color, 
the ranges of tone can be observed at a 
glance by checking the horizontal columns 
for percentages of color tint. 


If you work with two-color repro- 
ductions, you need this amazing 
guide. It will pay for itself by elim- 
inating costly engraving and print- 
ing mistakes and wasteful delays. 
Best of all, you're assured of hand- 
some jobs and better reproduction 
every time! Order your copy to- 
day. Ten-day free trial! 

Write or phone: 

GRAPHIC PUBLISHING CO., INC. 


Graphic Building 
22 Bond Street, N.Y. 12, N.Y. Phone: SP 7-0130 
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Aavertts 
B iti h A t than sold. 
r1t1is ccounits | Mr. Gillies reported that one 
‘company, set up as a clearing 
Too Small to U. S. 
‘ally came under American con- 
Agencies: Gillies ‘trol, stopped handling the British 
Lonpon — Returning from the |goods and went on trading under 
U. S., W. M. Gillies, managing di- | the English company’s name. 
ctor of Graham & Gillies, Lon- | 
ion agency, has told Advertiser's, Help Each Other 
Weekly that unless British export- He also criticized British adver- 
ers are careful in appointing U. S.|tisers for being “half-hearted.” It 
distributors, they may find their|is difficult, he said, for British 


products and designs copied rather | companies to get top-flight U. S. 


house for British goods, eventu- | 


jagencies to handle their accounts 
because ad appropriations are 
small. 

Similarly, Mr. Gillies declared, 
British agencies cannot set up 
U. S. branches because their ac- 
counts are not large enough to 
pay the costs involved. The solu- 
tion, on which he has made a 


| start, he said, lies in cooperation | 


between agencies of the two coun- 
tries, each giving the other advice 


‘and other assistance in handling 


raccounts. 


‘Park East’ Ups Rates 


Effective with the September, 
1948 issue, Park East, New York, 
society news magazine, will in- 
crease its advertising rates by 
10%. The full page rate will jump 
from $350 to $385. 


Montauk Names Hilton 


Montauk Beach Company, Mon- 
tauk, L. I, has appointed Peter 
Hilton, Inc., New York, to handle 
advertising for Montauk Beach) 
Resort and real estate enterprises. 


Because BSN brings news that its read- 
ers convert into sales, it's the best mes- 
senger for your sales-message. 


%/o * 60% 


76 Pages of Color and Black 


—that you're in business to do business; 
that you're on the lookout for immediate 


Size 


Not tomorrow, but now. Let 
BSN help you do it! 


hen you use the same avenue 


of communication your 
customers do 


You can spread the prestige of your 
products in the magazine acknowledged 
the biggest success 


Don't bolster your sales quota—Beat it! 
Use BSN where the cash customers are 
looking for you. 


: 24 Pages of Color and Second Color Combinations 


= 


The fight is on tor the same dollar. it's 
a healthy fight. Make it profitable. Use 
the Ist paper 
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THE WAR MEMOIRS 


OF 


WINSTON CHURCHILL 


The Portrait of Winston Churchill on this April 19th cover of LIFE is taken from a painting 
by Douglas Chandor and is reproduced by courtesy of the owner, Bernard Baruch. 


‘ 
* 
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These writings may well judged 


the our generation 


presents 


THE WAR 


WINSTON 


This eagerly awaited historical and literary work will 
| make its exclusive magazine appearance in LIFE, starting 


with the issue of April 19. 
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By STANLEY E. COHEN, Washington Editor 


Hagen Bill Proposes and “9” years thereafter. 
Business Census in 1949 This Hagen proposal, approved 
| WaAsHINGTON — The legislative bY the Census Bureau, replaces 
mill may yet grind out a Census|H.R. 1821, the census reorganiza- 
of Business for 1949. tion bill, which has been tied up 
Under H.R. 6208 introduced by/|in the House rules committee for 
Rep. Harold Hagen (R., Minn.) | nearly a year. 
last week, the first postwar busi-| While it is not quite as effec- 
ness census would be taken early |tive in spreading the bureau’s 
next year. Moreover, simultaneous|work.load as the original bill, 
business and ‘manufacturing cen- which established business and 
} suses would be taken every “4”! manufacturing studies in the “8” 


'manding advantage 


it has the com- 
of quieting 
fears of the Republican leadership 


and “3” years, 


|lest many jobs be available to the 


incumbent Democratic administra- 
tion in advance of this fall’s na- 
tional elections. 

* ¢ 


The cost of the preparedness 


| program has become a factor to 


| reckon with for many special-in- 
| terest legislation proponents. Re- 
publican Senate leaders said Mon- 
day that the oft-promised govern- 
ment pay boost must await clarifi- 
cation of preparedness costs. 
Health, public housing and other 
social legislation faces similar 
barriers. Preparedness, according 
to some estimates, may add up to 
200,000 persons to the government 
|payroll. Federal Reserve Vice- 


Chairman Marriner Eccles esti- 
mated Tuesday that reduced taxes 
and higher costs will cut the pros- 
pective federal surplus from $7 
billion to $4 billion by June. 


Action of the House appropria- 
tions committee in rushing to the 
floor untouched a vast advance 
|payment on next year’s air force 
budget indicates the willingness 
|'of Congress to go along on sizable 
preparedness proposals, but the 
|Senate leadership still doubts that 
the preparedness impact in the 
months ahead will demoralize 
/commodity markets. 

Nevertheless, Defense Secretary 
James Forrestal warned last week 
that “dollars alone do not guar- 
antee the delivery of military end 
products. Military demands must 
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affairs is the size of its classified advertising section. 
think first of The Star when they want to buy or sell something when they 


ope 
ably price 
jes im streets. site 
WERTZ. ionis! bide 


Washington’s leading 


classified ad medium 


One measure of the part a newspaper plays in its community's 
Washingtonians 


seek employment or employees. when they desire housing or tenants. The Star 


The Star carried more classified advertisements than the three other local 


the newspaper with reader confidence 


95 years of publishing integrity. 


Washington, D. C. 


Dan A. 110 E. 
Tue Joun E. Lutz Co., Trist 


is “the people’s meeting place” in Washington. On a recent typical week-day 


newspapers combined—and more than twice as many as the second paper. 
| For readership. for coverage, for sales in Washington, advertisers 


The Washington Star 


Represented nationally by 


St., NYC 17 
NE Tower, Cuicaco 11 


verising Age, Aprt 
be within the limits of our c.-. 
pacity to produce, or, alternative y, 
we must accept those controls that 
are found necessary to channe] 
manpower and materials neces- 
sary to insure the desired produ-- 
tion.” 
ok 

Preparedness orders will almc st 
certainly have all major aircraft 
firms back into production befo-e 
year ends, with military plaiie 
production at least twice the pre;- 
ent rate. Aircraft production leails 
to new demands for aircraft fuel 
and other scarce petroleum proi- 
ucts. The need for at least 400 
tankers during the next three 
years to carry South American 
and Middle East oil implies in- 
creased competition for scarce 
types of steel. 

* 


When the first major 1949 ap- 
propriation bill was up for final 
debate last week, Sen. Joseph 
O’Mahoney (D., Wyo.) seized the 
floor to object to the elimination 
of $120,000 which had been ear- 
marked for a study of “price lead- 
ership” by FTC. Referring to re- 
cent steel price increases, the sen- 
ator charged that the action de- 
prived consumers of protection 
against future living cost in- 
creases. He retired, still protest- 
ing, after Sen. Clyde Reed (R., 
Kan.) observed that FTC is get- 
ting $3,401,510— its biggest budget 
in 20 years—and that it is free to 
spend some of this money for the 
leadership studies if it chooses. 

The boom in marriages—crea- 
tion of new farnily units—slowed 
down in 1947, but so did the boom 
in divorces—break-up of existing 
families—according to preliminary 


vital statistics figures of the Pub- | 


lic Health Service. 

There were approximately 2,- 
000,000 marriages during the year, 
compared with 2,285,539 the year 
before, and there were about 450,- 
000 divorces, compared with 613,- 
000 in 1946. The marriage rate 
was down 14.7% from the 1946 
record of 16.3 per 1,000. The di- 
vorce rate was down 27.9% from 
4.3 per 1,000. 

* * 

NAB gets a chance to tell FCC 
Monday why it opposes the exist- 
ing rules which prevent broad- 
casters from editorializing. Later 
in the week, former FCC Chair- 
man James Lawrence Fly will ap- 
pear to explain why he considers 
the rule essential to fair treatment 
of controversial issues on the air 
With dozens of witnesses still to 
be heard, FCC still seems con- 
vinced editorializing by 
broadcasters must be subject to 
some restraint in the interest o! 
fairness. 

Early next month, incidentally 
the commission will reconsider it: 
Port Huron Broadcasting Com 
pany decision, released last Febru 
ary, holding that stations must no 


censor political broadcasts. 
* 


Agriculture Secretary Clinto! 
Anderson asked grocers, baker: 
restaurateurs and other industr 


members to comply with a volun 
tary agreement curtailing con 
signment selling of bakery gooc 
through February, 1949. Earlie 
he arranged a voluntary gra! 
conservation plan for the brewer 
but as yet has failed to reach an 
agreement under Public Law 39> 
with’ distillers. Anderson re- 
opened his feud with distille) 
Tuesday in a report. to the con 
gressional joint economic commi' - 
tee, warning that distillers a)? 
‘using three times the 2,500,00) 
bushels of grain monthly whic 
the government considers the 
|fair share. 


’ 
Joins ‘American Home 
Joseph A. Payez, former easte! 
advertising manager of Betté¢ 
Homes & Gardens, New York, hi: * 
joined the sales staff of America 
' Home, New York. 
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WATCH 


FOR THESE FEATURES 


Balance Sheet of Actual Production of 
Passenger Cars and Trucks 


Monthly producti tatist h 1g P ge of each month to year's total 
1933 to date Makers’ percentage of year's tota! new passenger and commercial car 
product terestingly described in graphic charts 


Comparative Registration Data 


Official registrat f t of p ger cars and trucks for the past 10 years 
Percentage of state registrations to year's total. Complete registrations for 1947 
List of states in order of registrations of car volume and in order of percentage of 
sales. Motor vehicle registrations 1895 to date. Here is the historical sales record 
of the industry, reflected in license registrations, state by state and make by 
make, invaluable information for dealers and manufacturers alike 


Round-Up of Service Specifications 


Service specifications of 1948 model cars. Data compiled from the service depart- 
ments of every manufacturer, and assembled for swift review in easily readable form 


Review of The Year’s Achievements 


Here is a tabloid history of the leading car producing comp . swiltly iz 
ing important devel ts in g, sales, service and production. Included 


will be a chronological history of the industry since its pioneering days 


Family Album of Industy Leaders 


Photographs and biographical sketches of more than 500 chief executives of the in- 
dustry. Intimate records comprising a veritable ‘‘who's who” of the automotive world 


Annval Directory of Manufacturers 


The one complete directory of the industry, listing company addresses, officers 
duct factured, and advertising agencies. This section is extremely important 
b of the hundreds of changes of executive's titles and new companies added 


P 


since publication of the last Almanac, in 1944 


A Treasure House of Facts and Figures 


In addition to features listed above the 1948 Almanac, like the 11 editions which 
have preceded it, will be a storeh of statistics and facts—something every person 
allied with the Industry will need in order to plan the future based on the record of 
the past. Included will be financial data on aut tive Pp holesale prices 
of p ger and 1 cars, a review of the used car field, tire and tube pro- 
duction statistics, a review of the accessory, parts and after-market sales, highway 
safety data, Canadian production and sales records, and a host of other features 


The RECORD OF THEAUTOMOTIVE INDUSTRY 


Reserve your copy now. Regular Automotive News subscribers 
will receive the Almanac Edition with their weekly issue of 


June 7, 1948. 


ISSUE OF JUNE 7, 1948 


THE 12th ANNUAL 


ALMANAC 
EDITION for 1948 


The Accepted Review and 


Reference Book of 


America’s No. 1 Industry 


Since 1933 the automotive industry has looked upon ONE 
SOURCE as the standard reference book for statistics, charts, 
“who’s who” and “where-to-buy-it” information. The 1948 
Automotive News Almanac is on its way! For the first time 
since 1944 we will publish the Almanac Edition, our annual 
review and statistical issue. In it will be presented informa- 
tion of inestimable value not available during the war years— 
production figures, registration data, reference information and a 
directory of manufacturers and biographical information regard- 
ing industry leaders . . . a gold mine of statistics and facts. 


BEST ADVERTISING BUY 


Advertisements in the 1948 Almanac Edition will be a constant 
source of reference for everyone who counts in the automotive 
industry for years to come. Reservations for space are being made 
now. To assure representation contact us immediately. Wire, 
write or ‘phone for rates. 


FORMS CLOSE MAY 10, 1948 


ORDER | 

EXTRA 

COPIES 
NOW 


DELUXE EDITION 


Special binding, 
heavier cover stock. 
Ideally adapted fora 
permanent record. 


Automotive News 
Penobscot Building, Detroit 26, Michigan 
Please enter our advance order for 
copies Regular Edition @ $2.50 each 
_______copies Deluxe Edition @ $5.00 each 


AUTOMOTIVE NEWS ALMANAC FOR 1948 


Check Enclosed C] or Bill Us C] 
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There were 200 apparel manu- 
facturers in Los Angeles doing 
a 30 million dollar volume annuvally—al- 
most entirely local in scope. 7 


Los Angeles ranked as 
one of the most impor- 
_ tant apparel producing centers in Amer- 
_ jea— with 1,000 manufacturers doing 
_ @pproximately a 282 million dollar vol- 
ume annually.* Seventy percent of this im 
total is shipped East of the Rockies. : 


*Appore! Markets 1947 


Los Angeles’ remarkable growth as a fashion and ap- 
parel producing center is tangible proof that markets 
change fast. Almost daily these changes are making 
themselves felt—not only in Los Angeles but in 
every major market across the country . . . not only 
in apparel but in practically every product classi- 
_ fication. Changes like this necessitate a complete 
overhaul of sales and distribution strategy in these 
_ markets. For yesterday’s market picture is not the 
market picture of today . . . yesterday’s sales program 
can’t produce today’s sales. 


4) 
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' HEARST ADVERTISING SERVICE KNOWS THE CHANGING 
MARKET. HERE’S WHAT LEADING SALES EXECUTIVES SAY: 


Gasoline Company 


“Your Control gives me market facts 
which to the best of my knowledge 


sales managers.” 


Big Dairy 


“This 1s the most exhaustive and ac- 
tually usable market analysis I have 
ever seen—I can think of innumer- 
able ways in which we will use it.” 


In 10 major markets across the country, H.A.S. men are ready to aid 
sales and advertising executives in the vital analysis of changing local 
markets. Ready with the amazingly complete Sales Operating Controls, 
showing retail outlets in 18 product classifications for every shopping 
center and shopping street. This complete and accurate closeup of 
major markets was compiled, mapped, charted and classified on the 
spot by local men who know local conditions. 


have never before been available to . 


Major Drug Company 


“We are holding meetings now and 
working to set up our business in a 
major market from this Control. This 
1s a tool we have long hoped to find.” 


Prominent Brewer 


“Few things that we have had here 
have aroused the interest and enthu- 
siasm of all concerned as your Sales 
Control. We believe our working 
with them and using them will result 
in added sales and more thoroughly 
planned coverage.” 


In addition to the Sales Operating Controls, H.A.S. men have at 
their command all the resources of Hearst Newspapers’ Research and 
Marketing Departments in 10 markets that annually turn in 22% 
billion dollars in retail sales. Perhaps this marketing service can be of 
value to you as it has to so many sales and advertising executives in a 
wide range of product classifications. Call or write the Hearst Adver- 
tising Service man nearest you. 


KNOW YOUR NEWSPAPER MAN TO KNOW YOUR MARKETS 


New York Journal-American 
Baltimore News-Post American 
Pittsburgh Sun-Telegraph 


Hearst Advertising Service 


San Francisco Examiner 

Detroit Times 

Boston Record-American Advertiser 
Albany Times Union 


Herbert W. Beyea, General Manager 
959 8th Avenue, New York 19, N. Y.—Offices in principal cities 


Representing 


Los Angeles Examiner 
Chicago Herald-American 
Seattle Post-Intelligencer 
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Nashua Boosts Rushon 


Earl Rushon has been named 
merchandise manager of the blan- 
ket department of Nashua Mills 
division of Textron, Inc., Boston. 
He joined the Nashua Mfg. Com- 
pany in 1940 and since September, 
1946, has been a salesman cover- 
ing the Boston territory. 


Slaney Joins Lovick 

Margaret Slaney, formerly traf- 
fic manager and space buyer in 
the Toronto office of Stewart- 
Lovick & Macpherson, has joined 
James Lovick & Co., 
space buyer. 


Toronto, as | 


‘Smith Names Bromley 

James A. Bromley, formerly an 
account representative of Satur- 
day Night Press, Torontp, has 
been named an account executive 
of R. C. Smith & Son, Toronto, 
advertising agency. 


Texas Co. to Use Tele 


The Texas Company, New York, 
| will make its debut as a television 
|sponsor June 6 with a full hour 
show over the NBC eastern net- 
| work, with WNBT, New York, the 
originating station. The time— 
Tuesdays at 8 p.m., EST—was) 
bought through Kudner Agency, 


New York. 
fill the spot. 


Stephens Offers Artist 
Service to Ad Council 


Barry Stephens, New York, ar-| 
has volun-| 
teered the services of his 35 com-| 


tists’ representative, 


mercial artists to the Advertising 


Council’s public service campaigns 


without charge. 


Four of the artists are now | 


working on four advertisements 
on the campaign for a_ better 


understanding of our economic) 


system. 


Daily— 948,001 


Sunday—330,294 lines 


Behind these cold figures is a hot story of Chronicle 
leadership and dominance in the richest trade area of the 
entire South. Want the whole story? Or any helpful data 


about fabulous Houston? 


The Houston Chronicle 


Here Are The MEDIA RECORDS Figures 


RETAIL GROCERY ADVERTISING 


Daily—1,564,366 lines 
Sunday—109,505 lines 


DEPT. STORE GROCERY ADVERTISING 
Daily—4,440 lines 
GENERAL GROCERY ADVERTISING 


lines 


LARGEST CIRCULATION IN TEXAS 


THE BRANHAM COMPANY 


R. W. McCARTHY 
National Advertising Manager 


FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING FOR 35 CONSECUTIVE YEARS 


National Representatives 


Company executives | 
still are auditioning programs to 


| WHAT PERCENTAGE OF THE NATIONAL INCOME 
IS DEVOTED TO NATIONAL ADVERTISING? 
| 
the lest 29 0.8% 
The 0.6% 
amt ay 40.5% 
ony om 
0.3% | 02% 
02% 02% 
0% 0.1% 
191920 2! 22 23 24 25 26 27 26 29 31 32:33 40 4) 42 43 as sts 


NAB Sets Agenda 
for Convention 
in Los Angeles 


WASHINGTON — The agenda for 
the National Association of Broad- 
casters’ 26th annual convention in 
Los Angeles May 17-21 provides 
|for a management conference the 
| first two days and an engineering 
‘conference the last two days. 
| Meetings are at the Biltmore hotel 
‘and theater. 
| Besides a special session devoted 
to the NAB Standards of Practice 


| (AA, April 5), there will be dis- | 


|cussions of research, employer- 
| employe relations, music broad- 
“casting and each type of broad- 
casting. 

Speaking at the opening session 
| May 17 will be William Beaton, 
| president, Southern California 
| Broadcasters’ Association; Justin 
Miller, NAB president; A. D. Wil- 
lard Jr., NAB executive vice- 
president; and Richard P. Doherty, 


| 


|NAB’s director of employer-em- 


ploye relations. The afternoon 
will be devoted to NAB’s “All- 
Radio Presentation” and discus- 
sion of the revised Standards of 
Practice, with Mr. Miller pre- 


siding. 
Other Speakers 


Dr. Kenneth Baker, director of 
research, NAB, will discuss ‘Facts 
for the Future” May 18; Hugh 
Feltis, president of Broadcast 


| Measurement Bureau, will talk on 
BMB’s 1949 study; Carl Haverlin, 
president of Broadcast Music, Inc., 
will speak on “Your Stake in 
BMI’s Future,” and Theodore 
Streibert, WOR, Newark, chair- 
man of NAB’s music advisory 
committee, will discuss “The 
Status of Music Performance Li- 
censing.” 

| Wayne Coy, chairman of the 
'FCC, is to be the luncheon 
speaker. In the afternoon, May 
18, resolutions and other business 
will be concluded, and the annua! 
banquet will be held in the eve- 
ning. 

The engineering meeting May 
19 and 20 will include specialized 
‘reports by about 25 engineers. 
|Most talks will deal with practical 
rather than the more academic 
aspects of broadcasting problems, 
it is said. About 500 engineers 
are expected to attend the con- 
ference. 


WBKB Expands Hours 


Station WBKB, Chicago tele- 
vision station, will begin regular 
telecasting in the mornings, be- 
ginning April 19. It will carry 15- 
minute women’s programs from 
10:30 to 11:30 am., Monday 
through Friday. 


WGN-TV Boosts Allen 


Spencer Allen has been pro- 
moted from assistant director of 
the news division of WGN-TV, 
Chicago, to head of the news de- 
partment. 


k I Mill 


INCORPORATED 


Hutchings 
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‘ i tion + the program was 
t, formerly CBS| J- J. Shad, director of sta Arthur Gaeth will be heard on| Time for t p 
television ry promotion. man-| Sales, has been appointed director 1,6 program, scheduled for 10) bought by Weinstein & Co., New 


’ | 7 sponsor a 15-minute newscast, terviews will be a feature of the 
Colgate Leads 100 DuMont Names Barrett C&S Advances Shad chow. 


ager, has been appointed manager of public relations of the Chicago p.m., EST, broadcast. Regular in-| York, on 115 stations. 


j i i Memphis 
ted station rela-|& Southern Air Lines, phis, 
| argest Canadian  etaaphonons Anan yer DuMont Net- | succeeding Pierre Villere, who has 
k | resigned to become account execu-| ig 
‘tive of Bauerlein, New Orleans hicaq 
Advertisers in “47 
To Royal & de Guzman | en 
Felboat Corporation, Long Is-| Electrical Workers | 
TORONTO — land City, maker of lightweight | Buy ABC Progr 
Peet moved from fourth place in | folding boats, has appointed Roya am 
946 to first place in 1947, and & _ Guzman, New York, to} United Electrical, Radio & Ma- | 1. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 
now heads the list of Canada’s handle its advertising. 'chine Workers of America will! 


100 largest advertisers, according | 
to Marketing’s third annual tabu-| 
lation. 
The Dominion Government, | 
vhich easily led the field in 1946 | 
with an expenditure of $920,331, | 
cut its advertising budget sharply 
during °47, and wound up in 11th 
place, with $341,617. 
The 10 leaders, as measured in | ee ‘bl &% 
88 dailies, four weekend news-.| 
papers, 15 magazines and 14 farm | Its Imposs! e 
papers, are: 
( 1) Colgate-Palmolive- 


8) Imperial Tobacco .. 437,393 | 


9) Chrysler Corpora- AT 
WORK 


$820,149 | 
( 2) General Foods ..... 682,451 | 
( 3) Lever Bros. ....... 623,404 | 
( 4) General Motors ... 600,234 | 
( 5) Procter & Gamble.. 563,458 | 
( 6) Standard Brands .. 520,321 | 
( 7) Sterling Drug ..... 467,327 | 
( 
( 


409,765 | 
(10) Kellogg Company .. 342,312 
During 1947, a total of $29,786,- | 
753 was spent in the media meas- 
ured, Marketing reports, and the 
100 leading advertisers spent 54% 
of that total, or $16,066,369 in the. 
four media groups. In spite of the | 
drastic cut-back in the Dominion | 
Government’s ad budget, the ex- | 
penditures of the 100 leaders are 
up sharply from the $13,370,253 | 
that they spent in 1946. 


Radio Not Included | 


The figures were compiled from 
measurements of Elliott-Haynes | 
Advertising Linage Audits, and of 
course do not include expenditures 
in transit, radio and outdoor, nor 
display, classified, political and 
amusement classifications. 

Most significant trend was the 
increased expenditures by almost 
all major advertisers during 1947. 
General Foods upped its budget 
from $571,931 in °46 to $682,451 
in °47. Lever Bros. went from 
$581,076 to $623,404, and General ‘ * 
Motors jumped from $231,332 the | j 
previous year to $600,234 last You cant cover Ca j ornia S ona nza ee me 
year, while Colgate rose from 
$489,308 to $820,149. 

Only five of the first 20 com- + th oT d 
panies on the list are primarily withou on- @-sp ra Te) 
Canadian companies, the remain- 
der being affiliates or subsidiaries | 
of corporations doing a significant 


volume in the United States. To California’s great central valleys, add western Nevada. 
Advertisers in the “second 10” That’s the Beeline. Then add 2 Billion in buying power— 

mn the list, in the order of their | " : 

expenditures, were: Dominion and you’ve got the Bonanza Beeline. 

You need on-the-spot radio to sell the Beeline market. 

Motor Company, Quaker Oats Natural barriers surround this market and turn away 

‘ompany, Canadian Cellucotton outside radio signals. Yes, you need the five BEELINE 

Products, H. J. Heinz Company, 

‘anadian Industries Ltd., Trans-_ stations—located right in Beeline cities. 


‘anada Air Lines and Bristol- 
Vyers Company. 


As a combination or individually, the BEELINE stations 
are your top buy. Look at KMJ Fresno, for example. 


Wards Promotes Sahloff | Its current Hooper rating for the Sunday through 
W. H. Sahloff, mail order mer- Saturday 6 PM - 10 PM period is more than aap 
handi f Mont | : i r more 
Weed & Ga, Eaten bee teen | higher than the next closest station. Ask Raymer fo 
iamed assistant general merchan- on the Beeline. 


lise manager of the company. He 
vill supervise all phases of man- 


KCLW to Be Aired Soon SACRAMENTO, CALIFORNIA @ PAUL H. RAYMER CO., National Representative 
KCLW, new radio station in 
Hamilton, Tex., will go on the air KFBK KOH KERN KWG KMJ 
ate this month. Clyde L. Weather- . Fresno (NBC) 
ry i i ABC) Reno (NBC) Bakersfield (CBS) Stockton (ABC) 
ie er , 10,000 watts 1530 ke. 1000 watts 630 ke. 1000 watts 1410 ke. 250 watts 1230 ke. 5000 watts 580 ke. 


Names Wertheim 

_ United Lutheran Publication 
House, New York, has appointed 
Wertheim Advertising Associates, 
New York, to handle its advertis- 
ng. 
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Popular Street runs 
straight as an arrow 
through the neat, subur- 
ban development of 
small white houses 
where Professor Arthur 
Pearson lives...shakes its 
hips into a wide S curve 
...changes its face from two-lane macadam 
to dirt and gravel, as it saunters past Jim 
and Olga Oleson’s wood frame house... 


Prof. Arthur Pearson 


Popular Street is clean as a starched 
white collar as it rolls by the public library 
and the B.P.O.E....turns sharply at the 
Mary Ellen Hat Shop where Mary Ter- 
ence has been selling bonnets to the best 
people for the past 12 years... 


Popular Street is cut by evenly spaced 
traffic intersections... 
wears a permanent 5 
o'clock shadow... is al- 
ternately smiled at and 
cussed at by Tony Spi- 
nelli, Master Barber... 


Popular Street is 
12,750,000 Americans 
long.* They’re nice folks. They’re folks you 
should get to know. They’re folks you can 
do business with. 


Mary Terence 


Knock On The Doors 


Press the button and hear a musical chime. 
Professor Arthur Pearson and his wife like 
nice things... are fond of gadgets. Joan 
Pearson will smile and let you in. She'll 
show you her neat home, Arthur’s work- 
shop, the trick ironing board he built her 


* National Audience Study of The Popular Fiction Group 
Stewart, Dougall & Associates, Report of August, 1947 
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...perhaps serve tea and home-made 
cookies. At night Professor Pearson relaxes 
with ADVENTURE as he has done for 20 
years, while Joan loses herself in ROMANCE. 


Meet Jim Oleson 


Pound the knocker on Saturday or Sun- 
day and big Jim Oleson 
will open the door. Six 
foot three, weighs two- 
twenty. His men at the 
rubber plant like him 
because he knowshis job 
... gives them a square 
deal. Jim makes good 
money ... he and his wife know how they 
want to spend it. Last year they bought 
new furniture. Next year they’ll repaint 
the house. Jim and Olga lead quiet lives. 
He gets his entertainment from STAR 
. WESTERN ... Olga sits 
in the rocker and enjoys 
LOVE SHORT STORY. 


Olga Oleson 


Push open the door 
and six little bells break 
into sound. Mary Ter- 
ence steps forward, 
smiling. An off-the-face straw? With a veil. 


Jim Oleson 


205 EAST 42nd STREET 


This one is so becoming! With her cus- 
tomer gone, Mary puts on her reading 
glasses and picks up a copy of ROMANCE. 
She’s been reading it from cover to cover 
for years. 


Tony Spinelli likes to talk. His mouth 
moves a!most as fast as the snipping 
scissors. Wanna know about politics? The 
Red Sox’ chances? The 
redhead down the 
street? Tony will tell 
you...whether you 
want to know or not. 
Tony likes to read, too. 
Whenever the shop is 
empty, Tony picks up 
BIG BOOK WESTERN ... opens it where his 
place is carefully marked. 


Tony Spinelli 


They're Typical Americans 


Arthur, Joan, Jim, Olga, Mary and Tony 
are typical of the 12,750,000 folks who 
live on Popular Street. They’re typical of 
the prosperous, free-spending, needing and 
wanting people who, 
because of their reading 
habits, go to the news- 
stands every month for 
their choice of The 
Popular Fiction Group’s 
25 all-fiction magazines. 


Joan Pearson 
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An Advertiser's Dream 


They’re an advertis- 
ers dream... because 
they’re young to middle- 
aged... because they 
have better than aver- 
age incomes which have 
kept pace with the ris- 
ing cost of living... be- 
cause they’re better than average in the 
nation educationally (over 61% have 
gone to high school, 13% have gone to col- 
lege) ...and because 
their consistent cover- 
to-cover reading habits 
—their preference for 
fiction and just fiction, 
assure you that a sales 
message in The Popular 
Fiction Group will be 
read, not looked at...or missed completely. 


Gillette 


Lifebuoy 


They're Finding New Markets 


That’s why more and more national ad- 
vertisers are swinging to this great, almost 
untouched market. Recently Bromo-Selt- 
zer, Calvert, Cat’s Paw, Eagle Lion, Gil- 
lette, Lee Work Clothes, Lifebuoy, Motor- 
ola, Prestone, Reliance, 
RKO, Sheaffer, Simo- 
niz, Ward-Nimrod and 
Wildroot have shown 
their confidence in The 
Popular Fiction Group 
by signing contracts to 
do business on Popular 
Street. Yet, you can still buy space as small 
as quarter pages, where advertising is free 
from competition on an entire editorial 
spread—space which brings you the high- 
est possible readership and observation — 
because the message stands out! 

But here’s the most amazing part of the 


Motorola 


other side 


STREET 


whole amazing story. 
The cost of placing your 
product before this mass 
market of able-to-buy 
people is much less than 
you’d think! So low, in 
fact, that large adver- 
tisers can cultivate sub- 
stantial markets of new customers with full 
scale, productive advertising campaigns by 
making only slight adjustments in present 
budgets and schedules. You can talk to this 
tremendous audience with 12 full page ads 
a year, for only $28,800...or, with a limited 
budget, you can reach them with monthly 
quarter page ads for only $7,200. You can 
tell and sell the folks on Popular Street 
for 42 to ¥3 the cost of comparable cam- 
paigns in other leading mass circulation 
magazines. 


Sheaffer 


Lower Your Sales Costs 


In the face of soaring advertising and 
sales costs we don’t feel that any adver- 
tiser can afford not to 
investigate this prime, 
productive market. 


Why not write for all 
the facts about this lit- 
tle known, but highly 
potential, fourth largest 
magazine market? A 
note today, on your business letterhead, will 
bring you your copy of the Stewart, Dougall 
survey...which shows why the 12,750,000 
folks on Popular Street are your best ad- 
vertising buy. 


Bromo-Seltzer 


It will give complete 
details on why Popular 
Street means greater 
coverage ... of a more 
profitable market ... at 


Calvert a lower cost. 
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Cuicaco—Whether or not it is 
right or proper to use “hell” in 
advertising is a subject which 
seems to have stirred uncommon 
interest among AA readers. 

Following an original contro- 
versy in the Voice of the Adver- 
tiser department over the “Who 
the Hell is JL?” advertising which 
has been appearing in small space 


in AA, JL offered a $25 prize for | 


the best letter on the subject. The 
winning letter, written by William 
N. Mackey, advertising manager, 
Newman Brothers, Cincinnati, ap- 
peared here last week, along with 
others of the more than 50 re- 
ceived. 

Here are additional 
from interesting entries: 

Lew Sweetland, Sonotone, 
Quincy, Mass.: 

“*‘Who the H—1 is JL’ cer- 
tainly caught my eye and lingered 
in my memory long after I read 
the caption. . . 

“My thought is that JL knows | 
what he is about and I doubt if! 
any AA reader will be shocked. 
I also expect that JL knew how 
strong to go in this instance but 
that he would put on the brakes 
when it seemed the better part) 
of valor.” 


Learned from Dad 


Jeannette T. Hayden, Kirkwood, 
Mo.: 

“The word ‘h—l’ is okay when 
spoken—if you think twice you) 
won’t write it. 

“It’s true that when you see it in | 
print it gives you a jolt. Atten-| 
tion-getter—fine—but is it the 
right kind of attention-getter? 

“Certainly a good copywriter 
has enough descriptive words in| 
his (her) bag of tricks to avoid a_ 
word that associates an unpleas- 
antry with the product adver- 
tised. 

“If the buyer is to remember 
the product (or service) let the 
memory association be pleasant, 
not gauche. 

“My dad, an imported French- 
man, washed our mouths with 
laundry soap for swearing. His 
philosophy was a good one. Once 
in a great while he would say, ‘I 
am taking life too damn seriously. 
What the hell, nothing’s that im- 
portant.’ So while I know all the 
words, the bad taste lingers on— 
as it does with many other folk, 
I'll bet.” 

Joseph Tuffner, The 
Company, New York: 

“An advertisement advocating 
world peace should not be burned | 


excerpts 


Borden 


There’s no question 


AK 


when you see 
offset proofs from 


FINE OFFSET PRINTING 


The Veritone Co., 57 W. Grand Ave., Chicago _ 
Telephone Whitehall 5957 


‘and effectiveness. 


‘Hell’ in Ads is Praised, 
Damned by AA Readers 


publicly because Sherman did not 
say, ‘War is heck.’ The movie ‘I 
Remember Mama’ has been rec- 
ommended for the entire family, 


yet a child actress utters the word | 


‘h—l’ and draws appreciative un- 
offended guffaws from the audi- 
ence. 


Kid Stuff 


“As advertising sets its sails for 
the natural approach, what could 
be more natural than a word fre- 
quent in most conversation? What 
word conveys the same shading of 
emphasis that ‘h—l’ does? If the 
writer’s audience uses ‘h—l’ the 
writer must use it for naturalness 
By this token, 
‘h—l’ should be a mere scratching 


'of the surface for ADVERTISING 


Ace. For the AA audience, ‘h—l’ 


is kid stuff. 

“If I were to see ‘h—l’ in a 
Ladies’ Home Journal ad, I'd be 
far less shocked than I was when 
'I found this provoking question 
in the magazine: 
sagging breasts?” To a hyper- 
mammary audience, the question 
quite natural. 

“In naturalness lies the answer 
to the whole d——d problem.” 

Pauline L. Harchison, Bingham- 
ton, N. Y.: 


asked, and, of course went on to 
read it to satisfy my curiosity. 


what the hell—and I’m a lady too. 
“T think the word ‘hell’ is as 
American as the little red school- 


cept it as being a crude or vulgar 
word. To me it’s merely an ex- 
pressive word. 


100% American 
“After reading the ad, and I 
caught myself reading it over in 
each issue of AA, the words have 
been more or less instilled in my 


“Do you have} 


house, and I personally cannot ac- | 


mind. I connected this ad with 
the memorable word uttered by 
General McCauliffe, when he was 
asked by the Germans to sur- 
render—‘Nuts,’ was all he said. 
He’s American all right, I thought, 
when I read about it. 

“Again when I read ‘Who the 
hell is JL?’ I laughed and thought, 
/he’s American all right. 

“Maybe my learning was wrong, 
|but nevertheless during the days 
when I was taught to differentiate 


/words, somewhere along the line 


|ing crude or vulgar as long as one 
did not tell anyone to go there.” 


Passes Jury Test 

David Eugene Fisher, 
York: 

“I rested my case of ‘JL vs h—l’ 
with the jury of twelve (all tried 
and true), American men and 
women (equally divided) who, 
after four hours of thoughtful de- 
|liberation, returned the verdict, 
/unanimously—not guilty! 


New 


| “In presenting the case, we cov- 
‘ered (1) the critical, arty-ar' 
|esthetic points (2) the hypercrit 
ical or religious points (3) th: 
business and human - characte 
side of life (4) the publicatio: 
and class of readers to be reache: 
| (5) if really.a faux pds, general), 
speaking, it would not have 
passed the standards of ADVERTIs- 
ING AGE. 

“The concensus was that ‘h—} 
definitely no longer considerec 


“Well, who the hell is he?’ I| between good words and naughty|a naughty word in advertising o: 


/in general, it having gone out a: 


I|I was taught that the word ‘hell’| such about the time of World Wa: 
think the ad is a darn good one— | could be used by one without be-|I—and is definitely not poor o: 


/'untasteful when judiciously usec 
as in this case (day and age). It 
|was considered not a cuss word 
but relegated to the field of slang 
| “The opinion, being based on 
these facts: 


Has Done the Job 


| “That as and where it was used, 
| it made a ‘stand-out’ ad instead oj 
‘just another ad’ and as such it 
/has done the job it was created to 


do . . which is the paramount 


* 


for 


What a prize audience 
editorial screening of 
families gives you for in- 
surance — 
cod-liver oil, skates, mat- 
tresses, soup, and radios 


contributes to a family’s 
security and happiness. 


and for cars, 


everything that 
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tem to be considered here and 
ot the ultra-sensitiveness of any 
vember of the fourth estate. 

“It expressed ‘individuality’ of | 
and by a man who dared to be 
ifferent, just as great scientists 
own through the years have had 
‘9, despite opinions expressed 
against them and their methods. 
it earries an indefinable atmos-_| 
phere of freshness of thought and 
riginality and is not worn out 
and trite . . . standing out with | 
that priceless something, like a/| 
rare, sparkling jewel on the black 
night of velvet. . .” 


All for JL 
Henry Gerling, Harlingen, Tezx.: | 
“Back in Grandmother’s day | 
venereal disease was something 
that never was even mentioned, | 
but now the leading women’s 
magazines don’t hesitate to run 
articles on it in an effort to stamp | 
it out. 
“That is the way times have 
changed. As James D. Woolf | 
writes: “You have to be sensitive | 
to the fads and vogues and view- | 


points that come and go with the 
shifting picture.’ Yes, times have 


changed and with the change the | 


word ‘hell’ has become just a 
plain, everyday word. It would 
be my guess that 99-44/100% of 
the men use ‘hell’ regularly, and 
most women in the business world 
let little old ‘hell’ slip out un- 
abashed, and even smug house- 
wives do not hesitate to use it 
when they burn a cake, or a 
cookie, or a crust. 

“The ads that JL runs in Ap- 
VERTISING AGE have attracted my 


|attention over and over again— 


j and broad minded. With such an 


audience the words ‘hell’ and 
‘damn’ are certainly -innocuous 
enough. 

“The question then arises as to 
whether the words’ contribute 


enough to justify their use. In the 
case -of JL’s advertisements, he 
was faced with the problem of at- 


maximum attention and 


and I read them and they have) 


me sold on JL. So let’s get out of 


the Mother Hubbard and bloomer | 


days 
sells!” 


and write advertising that 


Justifies Use 


James H. Totten, western man- 
ager, Everywoman’s, Chicago: 

“A trade publication such as 
ADVERTISING AGE, circulated among 
members of the advertising pro- 
fession, is reaching readers pre- 
sumed to be of age, well educated 


response with small space. 
questionably he succeeded. Pos- 
sibly other wording could have 
been as successful, but this is 
conjecture. Any arrangement of 
words which achieves this result 
without being in bad taste (to the 
audience involved) is fully justi- 
fied and to be commended. 


Should Weigh the Effects 


“The matter of general circula- 
tion is another matter. My own 
opinion is that anybody old enough 
to read has been exposed to both 
words. Still, some people would 
be offended by their use. If no 
other words would provide the 
strength to the message, their 
value should be weighed against 


Un- | 


_the adverse effect of the offense 
they commit. 

| “These are days of such prog- 
|ress and enlightenment in the use 
|of the English language that NBC 
‘has removed its long standing 
|taboo on use of the heinous word 
“diaper” over the radio. I be- 
‘lieve they have permitted the two 
_words in question for some time.” 


Writing vs Speaking 
James A. Dougherty, Chicago: 
“It’s never wise to take the 

chance of being offensive. . . 

“A very well known public rela- 


question to my attention a couple 
weeks ago. This man does not 
always speak in the nicest terms. 
“... Yet his reaction to the ad 
was: ‘What the hell is this?’ His 
intonation made it clear he con- 
sidered the ad in poor taste. 
“Generally speaking, our writ- 
\ing language is much finer than 
our speaking language. 


sure our message will be well re- 
‘ceived in the best society. When 


ere’s size 
plus selectivity 


T’S not only Better Homes & Gardens’ 3,000,000 circulation that makes 
it important for you. 


and Gardens 


It’s the fact that 100% service articles on better living in better homes appeal 
exclusively to husbands and wives whose big interest is home and family. 


They read BH&G not for entertainment, but for information, know-how 
and ideas. They’re as avid for ads that tell them something as they are for 
editorial — ads and editorial are on the same side of the fence in BH&G. 


BH&G is the guide for better living to these families — and that fact does 
a further screening job of holding only the families who are in a position to 
buy more in order to live better. (BH&G incomes are among the highest 
for all big magazines. ) 


The BH&G representative will be around to tell you how editorial screening 
can give you the best market in the world. Better get all the facts from him. 


tions counselor brought the ad in| 


we speak, on the other hand, we 
usually know our audience, and 
know whether or not a little curs- 
ing can be more effective than 
‘straight’ language. 

“JL said his ad pulled. But it 
also offended, something which I 
think none of us can afford. 

“Habitual readers of ADVERTISING 
AGE probably accepted the ad in 
good grace as far as the journal is 
concerned. But repeated ads of 
this nature no doubt would evoke 


|\from many of them spoken: 


‘What the hell?’” 


The Guy Who Started It © 


Allan K. Jensen, Audubon, la. 
(whose original letter on this sub- 
ject started all this excitement): 

“In my opinion, the reason Mr. 
JL uses that heading is that the 
word ‘hell’ rhymes with ‘L’ and 
is there any accomplishment in 
doing this with a _ one-syllable 


~ lite word, and one letter? 


write it down, we usually make | 


“Mr. JL says his faith in human 
nature is justified; if such is the 
case, why in (oh, pardon me) 
|doesn’t he come out with his full 
name and address, instead of hid- 
|ing behind a blind box number? 
Is he bashful? Or modest, as he 
states? 

“Maybe he free-lances, too. 

“T still say that ‘hell’ is a poor 
word to use in ad copy. Just read 
'the heading in question to your- 
self over and over again, and see 
| how it soon irritates your flow of 
|'thoughts as you read. 
_ “I’m certainly glad that my let- 
brought JL’s ad reader- 
ship up a few notches. 

“And I’m certainly glad he 
loves me, even though he means 
/it in the commercial sense.” 


OK for ‘Cynical’ Audience 


John E. Lynch, Cleveland: 

“TI believe that ‘damn’ and ‘hell’ 
have the same relation to adver- 
| tising that ‘Stormy Laurence’ of 
|strip tease fame has to New Or- 
‘leans and L. S. U. 

“Stormy is jest another belly 
exhibitionist in New Orleans. On 
Louisiana State’s campus, she was 
‘definitely lewd and luscious. That 
may be one reason she was 
thrown out. 
| “In ADVERTISING AGE, devoted as 
it is to that most cynical, side-of- 
the-mouth class of people, ‘damn’ 
and ‘hell’ are mild indeed. In the 
American Boy or Seventeen 
they’re out.” 

Marilyn E. Holder, Beck Adver- 
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WORKS LIKE MAGIC“ 


But you don’t have to be a magician 
to handle it! Anyone... your steno 
or office boy... can set card-stock 
Fototype. Work wonders right in 
your own office -- have professional 
layouts ready for photo-reprodue- 
tion in a jiffy. Save up to 90 per 
cent on typesetting costs as well. 
Write for our free catalog of 125 
type styles and sizes now! 


* This entire ad set with Fototype! 


1415 ROSCOE STREET, CHICAGO 13 


used, 
pad of 
ich it 
ted to 
nount 
if 
> 
~ —} Up act 
» 
: 
LS 
| 


| 


tising, Nashville, Tenn.: 

“Yes I saw it, ‘Who the Hell is 
JL?’ and my only reaction was 
“Who the hell cares?’ 

“*Hell’ is a great word for use 
by advertising personnel, but 
heaven forbid that it should ever 
be used in advertising. 

“Want a reason, JL? Well, to 
me the word hell expresses every- 
thing but originality. Naughty, 
naughty JL should have his 
mouth, pen and pencils washed 
with soap and be punished by 
having to run proofs in the month 
of January.” 

Richard B. Almy, Louisville: 


BEAR me in mind for that 
next LETTERING job! 
ORIN PEDERSON, 

25 E. Jackson Blvd., 
Chicago 4, Ill., 

Phone Wabash 1021. 


actly a ‘naughty’ word in any | pealing to the majority rather than | 


sense. JL uses it effectively, to 
get attention. Beyond that it’s of 
no further use in his ad... 

“My thought is this: A lot of 
people are offended by the use of 
certain words—whether those 
words appear in advertising or in 
fiction. I’ve always been a bit 
naive, I suppose, in thinking that 
a guy writes ads to please people. 
If they’re pleased, they’ll probably 
get a favorable impression, and 
may, eventually, buy the product. 
Granted, there are readers who 
don’t mind the earthy prose. 


| Question in mind would therefore 
“Offhand, I'd say ‘hell’ isn’t ex-|be: Which group is in the ma- 


| 


| 
| 


lreaders of Satevepost, I 
and of Time and Life and Fortune. | phasis). 
Personally I'll run the risk of ap-' get 


jority? I'd say those who some- 
how get along without being im- 
pressed by the word ‘hell’—who 


take just a little bit of offense at/it comes to copywriting. 


trying to be cute for the boys down 
at the drugstore.” 


‘No Angel,’ But Says ‘No’ 


J. Warren McClure, advertising 
manager, Grand Forks Herald, 
Grand Forks, N. D.: ; 

“Why must we now resort to 
profanity in advertising? 

“T think JL is guilty! 

“There are still some of us who 
respect the writings and teachings 
of Bedell, Caples, Herrold, and 
dozens of others who have given 
much thought about successful 
advertising copy. 

“We believe there are many 
‘magic words’ stronger than pro- 
fane words. 

“JL must be ‘uninspired’ when 
Cer- 


its use and who consider it not|tainly anyone can use _ profan- 


quite in good taste. 


Those are the | ity (and most do because they 
guess, | know no other way to gain em- 


Good copywriting can 
better results 


with better 


words. 


“We worked a long time to 
bring advertising to the high level 
it has attained today. Let’s keep 
it there with more knowledge, 
skill and good taste in copywrit- 
ing. 

“I’m no angel, either!” 


Sees a New Copywriting School 


John F. Newman, Enquirer & 
News, Battle Creek, Mich.: 
“Should my sentiments prove to 


be in the minority, a few years| 


hence ad men may refer to JL as 
the pioneer of ‘naughty word’ ad 
copy. The man who fearlessly led 
the fight that was to increase, to 
new heights, the vocabulary of the 
copywriter. 

“T must agree untasteful words 
might attract attention (the ele- 
ment of surprise) and reader at- 
tention is of prime importance; 
but alas, so would a modern Lady 
Godiva cantering down Main 
street, U.S.A., but not for long. 


times a day.. 


The nation’s top farmers of the Heart mostly missed by magazines 


* shade, sheltered and close to its mother . . 


in 1947, 43 million on the hoof, worth $4.7 billion . 


and network, are penetrated only by SuccessFUL FARMING . . 


. later fed from shallow pans of mash, grains, corn, protein 

supplements and vitamins... And finally sent out to find its own food 

in a rich munchy field when the calf grows stronger . . . 
Calf care is just one aspect of the many sided, specialized, highly 

skilled, complex big business of farming in the 15 Heart States 


... Which have more than half of the nation’s calves and cattle. .. 


two-third’s of the country’s 16 million milk cows, value $2.5 billion! 


more than 1,200,000 subscribers on farms with the highest yields, cash incomes, & 


make the SF audience today’s best class market. No advertising is really national 


. . Including nearly 


. with 


Ever have a new baby in the house? 


... This one is bedded in sweet straw of a sanitary stall in winter, or kept in the summer 


. weaned by teaching to suck the farmer’s 


fingers gently held in a pail of warm colostrum . . . It is nourished on a formula three 


‘ 


Y 


property investments . . . seven year backlog, vast savings, merchandise demands 


without 


this market and medium! All facts, any office. SuccessFuL FARMING, Des Moines, 


New York, Chicago, Cleveland, Detroit, Atlanta, San Francisco, Los Angeles. 


| 


“What really scares the h—1 ou: 
of me is not merely the use of th 
word ‘hell’ or even ‘damn,’ bu' 
where would it stop? For witli 
one copywriter’s eager desire t 
outdo the next, the ads of tomor 
row might startle, yes, even JL. 

“To ‘naughty word’ ads, I sa) 

no, no, no. More power to pulling 
power, but let’s keep it clean— 
there may be ladies in the audi. 
ence.” 
Andrew C. Isaacson, Brooklyn 
“That JL has an exceilent littk 
ad can hardly be disputed if, a 
he says, they are ‘pulling lik« 
h—1,’ 

“His headline has a quality tha’ 
could profitably be used by large) 
advertisers. It has punch, rhythn 
and rhyme—it sticks like a well- 
written slogan or a good singin; 
commercial. 

“And not the least of its quali 
ties is the fact that JL demon- 
strates wonderfully and irrefut- 
ably the effectiveness of the serv- 
ice he offers. 

“But, as a precedent-setting ad, 
I think ‘twould be better unsaid 
Advertising already has more 
than its share of critics. Besides, 
advertising that depends on start- 
ling its readers with its strange- 


“ness, although spicy and fascinat- 


ing at first, quickly cloys the ap- 
petite and often leaves a_ bad 
taste.” 


‘Who on Earth .. .’ 


Barbara Salzman, Lennen & 
Mitchell, Inc., New York: 

“That well-known but elusive 
man, the ‘average American,’ may 


_use the word ‘hell’ in his every 


day language; he may use it as a 
swear word, or’ he may use it 
jokingly, but he probably uses it. 
However, chances are he doesn’t 
like to see it in print. 

“An ad in which the word ‘hell’ 
appeared would be wide open for 
attack from all sides, because— 
generally speaking —its usage is 
objectionable. Furthermore, the 
word has so many connotations, 
it’s not a good copy word. There 
is enough criticism of advertising 
now; why invite more? 

“We feel that its only possible 
use would be in a humorous ad, 
but personally would prefer sub- 


‘ stitution of ‘Hades’ which, by the 


way, would probably make it even 
more humorous. 

“Because of its special reader- 
ship, we see no harm in ‘hell’ ap- 
pearing in AA, but once again in 
a humorous way. To tell the 
truth, we thought that the ad 
‘Who the hell is JL?’ was ‘cute.’ 
It certainly aroused our curiosity 
more than it would have if it had 
been: ‘Who on earth can JL be?’”’ 


Not for the Long Pull 


David J. Woodlock, Arthur R 
Mogge, Inc., St. Louis: 

“Sure, JL, it’s OK to use ‘Hell’ 
in your advertising. It’s also OK 
to use pictures of super-mammif- 
erous females in shaving cream 
ads and comic strip techniques il- 
lustrating how Mabel couldn’t get 
to first base with the life guard 
until she changed her brand of 
nail polish. Men drool over the 
pin-ups and women read about 
poor Mabel. 

“But are they actually sold on 
the value of the product? 

“Is it the function of adverti:- 
ing to sell merchandise (or copy 
service) at any cost—at the ex- 
pense of truth, integrity or good 
taste? Is it even good business ‘0 
base sales-appeal on _ attentior- 
getting illustrations and  heac- 
lines? Are you attracting a soun/ 
market or customers who can |e 
lured away by the first less scar - 
tily-clad torso or more startlir2 
headline? Are you in _ busines 
beyond today? 

“JL, I wonder how many a - 
swers you got reputab 
firms or manufacturers with gent - 
inely good products. I wond! 
about the approach you use fi! 
your clients that produces suc} 
amazing results. I wonder hov 
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history — 
SWIFTHING 


OUT PERFORMS 
ALL OTHER 


| 


SWIFT'NING ARRIVES —This is the 
opening gun in the newspaper and out- 
door campaign backing the introduc- 
tion of Swift & Co.'s bland lard, Swift'n- 


in the southern California market. 


ing, 


Chrysler Dealers 


Detroit — Dogs, cats, parrots, 
horses and monkeys last week 
came into their own with the)! 


debut of the Animal World Court | 


show, aired over 17 stations in 


intelligence, devotion and sensi-| 


'tivity of pet domestic animals. 


Sponsor Pet Show | 


Planned with a public service! 


‘the local humane society, and will 
work with local chapters to find 


homes for waifs of the animal 


world. The Chrysler - Plymouth | 


dealers will tie in by offering free | 


major markets under Chrysler-| booklets on the care and feeding | 


Plymouth dealer sponsorship. 
The five-minute weekly pro- 


of pets. 
McCann-Erickson offices in De-| 


| gram features Arnold Moss, who |troit and New York produce the 


long your clients have been in | 


business. 


. because, JL, I believe that | 
companies employing that type of | 


advertising generally do not have 
much to offer in their products. | 
In the long run they justly suffer. | 


“Meanwhile advertising as a 


whole 


being foolish, fictitious and eco-| 


nomically unsound. 
“You, JL, are a huckster.” 
Alvin L. Krieg. American Steel 
& Wire Company, Cleveland: 
Ambers flit from couch to couch 
In books and magazines; 
Lusty language leaps from all 
The motion picture screens. 


Newspapers and the radio 
Call a spade a spade. 
Everywhere you look these days 
Sex rears its ugly haid. 


Good healthy S.O.B.’s ring out 
In books concerning eggs; 

The new look shows a-plenty tho’ 
It covers up the legs. 


Four-letter words are tossed about 
In current table talk, 

Nice girls hear bad stories and 
They don’t go into shock. 


Authors strain for earthiness 
And turn out seamy plays, 
The actors shout their awful 
lines— 
But the theatergoer stays. 
The good old hale and hearty 
“damn” 
These days is much too tame, 
And “hell,” the word in question, 
In most places is the same. 


Everywhere, that is, of course, 
Except in advertising, 

And there you have to mince 
words 
in a manner that’s surprising. 


me now, friends, let’s face it— 
\ds are made for selling, 

So if it helps to sell, let’s use 
ome plain and fancy helling. 


W \at was good enough for Dante 
good enough for me, 
on using “hell,” I say: 


oodness! 


“Hell 


Gracious! Gee!” 


C ots Endicott Johneon 


ndicott Johnson Corporation, 
icott, N. Y., has appointed 


is, formerly Anfenger Adver- 
g Agency, to handle its ac- 
it. Advertising plans call for 
® nsive use of national maga- 
Ss and dealer merchandising 
ns. 


Graw Ups Dysinger 
irl W. Dysinger has been ap- 
ted Los Angeles division man- 
of McGraw-Hill Publishing 
‘pany. Mr. Dysinger, who for- 
y was in the firm’s San, Fran- 
) Office, succeeds Roy N. Phe- 
who has resigned to become 
ager of the Atlas Sponge Rub- 
Company. 


is unjustly persecuted as. 


| 


nius-Drescher - Brandon, St.) 


‘narrates stories of the heroism, 


program. 


| Bamberger Joins Kastor 


Gordon Bamberger, 


formerly | Sons Advertising Company, Chi- 
angle, the show will solicit aid for with Hill Blackett & Co., has been | cago. 


named director of research and 
merchandising of H. W. Kastor & 
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2 . at the recent convention of the 
Cunningham Cites American Associaticr of Adver- 
tising Agencies here by John P. 

‘Cunningham of Newell - Emmett 


Enormous Waste <> many advertisers say- 


ing, “Use my product and you'll 
get your boy friend back,” rush- 


in Pattern Copy ‘ing into contests and prizes, or 


‘running comic strip campaigns, he 
Vircinia BEacu, Va.—“We have | explained, “we tend too much to 


got uranium in our hands: we follow established patterns and 
have got control of power, life, trends to a degree where we can- 
knowledge, even human destiny.” |cel out each others good work. 
But creative advertising people Tells ‘XYZ’ Formula 
give readers and listeners little in- 
formation and are themselves Showing some ancient ads on 
“bogged down in the morass we slide film, Mr. Cunningham said 
like to call the mass mind—the that advertising today has much 
moronic average—the 12-year-old the same old look. He continued: 
brain.” “We have developed a universal 
This biting criticism was voiced little ‘XYZ’ formula: ‘She had X 


WHAT ABOUT THE SALES 
YOU ARE CONTINUALLY LOSING? 


30,000,000 


4 CIRCULATION 
COSTS $1,000 
WRITE BOX 1236, CINCINNATI, OHIO 


Among oil publications, The Oil and Gas Journal “leads 
the league.” With the world’s largest circulation in the oil 
industry, it carries your advertising message to MORE pro- 
spective customers than you can reach through any other 
medium. Better still, The Journal’s SELECTIVE circula- 
tion takes your advertising to the key men who actually 
do the buying or influence the purchasing of your product. 
Naturally, this largest of oil magazines in paid circulation is 
also largest in advertising volume. Since more oil men 
choose The Journal than any of the other 26 oil papers, 
your advertising in The Journal “scores a hit’ every time. 


“FOLLOW THE JOURNAL ... 
FIRST IN THE OIL INDUSTRY” 


PUBLICATION OFFICE: TULSA 1, OKLAHOMA «+ OFFICES: NEW YORK, PITTSBURGH, CHICAGO 
LOS ANGELES, HOUSTON, ENGLAND, CANADA 


but she bought Y and got Z.”’ ‘> 
'ean be bad breath, no job, or sha‘- 
i'tered nerves. ‘Z’ can be boy 
\friend, a job or a happy house- 
hold. ‘Y’ is always our produc:. 
Are we really that dumb? Or 
are we?” 

Mr. Cunningham  mentione | 
‘that “strange phenomenon, the 
‘current wave of contests and 
|prizes,” and suggested that this 
might be due to lazy thinking. 
Arguments against contests, he 
'said, are “the cost; the usurpation 
of space and time to extol other 
'products than our own, and the 
‘unhappy hordes who don’t win 
| anything.” 
| Arguments for contests, he said, 
are “high attention value, activity 
at the dealer level and possibly 
‘greater readership about your 
| product.” But the rise of profes- 
sional contestants tends to dis- 
courage entrants: “The winner of 
ithe ‘Miss Hush’ contest had sent 
in 37 entries; the ‘Walking Man’ 
winner, 30 entries, and I under- 
stand that the ‘Miss Hush’ winner 
had also won 20 other contests.” 


Few Know, Survey Showed 


He added that in the “Walking 

Man” contest, Ralph Edward's 
normal Hooperating of 13 shot up 
to 26.7, “so I am sure the adver- 
tiser is getting his money’s worth 
out of it.” (Ralph Edwards’ “Truth 
/or Consequences” is sponsored by 
P&G for Duz, through Compton 
Advertising. ) 
However, Mr. Cunningham 
asked Newell -Emmett’s research 
department to make “a little, in- 
conclusive survey” and the de- 
partment, questioning 463 people, 
found 70% knew about those two 
P&G contests as having been on 
the radio; 23% correctly identified 
the program, but only 12% knew 
the product advertised. 

As for comic strips—usually on 

“the old XYZ formula”—he asked, 
“Why not really cut agency costs 
and turn this formula over to the 
office boy?” 
In contrast, he cited the Com- 
-monwealth & Southern ads of a 
|decade ago “that almost made 
‘Wendell Willkie president”: 
Robert R. Young’s ‘Memos to the 
|New York Central,” and his “hog” 
'ad, which cost “possibly $75,000 
‘but which got attention we ad- 
men generally believe on a pack- 
age product will take many mil- 
lions of dollars.” 


FOUR A’S EMPHASIZES 

| EXPANDED RESEARCH 

Beacu, Va.—Under the 
chairmanship of Henry M. Ste- 
vens, vice-president of J. Walter 
Thompson Company, eight agency 
executives summarized research 
|projects in which the Four A’s is 
engaged, either on its own or in 
cooperation with other associa- 
tions. 

Harold H. Webber, Foote, Cone 
|& Belding, discussed the Four A's 
/market and newspaper statistics 
/study; Lester M. Malitz, Warwic 
& Legler, the first of a series «{ 
Four A’s newspaper reader 
veys made in Washington; Carlis 
Franco, Young & Rubicam, tie 
Broadcast Measurement Burea., 
and Dr. Vergil D. Reed, JWT, tiie 
Traffic Audit Bureau’s Fert 
Wayne study. 

Otis A. Kenyon, Kenyon & Ec :- 
hardt, chairman of the Advert) -- 
‘ing Research Foundation, d- 
scribed the ARF as a_ who. 
Charles A. Pooler, Benton & 
| Bowles, Gordon E. Hyde, Feder :! 
| Advertising Agency, and Fred 
Manchee, Batten, Barton, Dursti) 
_& Osborn, gave details, respe 
tively, on ARF’s continuing read 
studies in newspapers, transport 
|tion advertising and farm pape? :. 


+ 


Pullen Joins Ayer 
John Pullen, formerly an a’*- 


count executive of Baker, Cam’- ; 


_ron, Soby & Penfield, Hartfo: i, 
Conn., has joined N. W. Ayer & 
Son, Philadelphia. 
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‘Harper's Bazaar’ 
to Incorporate 
Jr.’ in June 


New York — Harper’s Bazaar 
vill be incorporated with Junior 
Bazaar with the June issue. 

The magazines will be pub- 
ished under one cover, with 
unior Bazaar retaining its own 
over and _ individual identity 
vithin the larger publication. 

The combined magazine will 
ffer more than 350,000 average 
1onthly net paid circulation, and 
its per copy price will be raised 
to 60 cents, and its annual sub- 
scription rate to $6, effective with 
the June issue. The page size will 
be increased to 934x12% inches. 

Current advertising rates; ac- 
cording to preliminary copy placed 
in business papers, will be in 
effect through August, 1948, and 
will subsequently be increased. 
The amount of increase has not 
yet been decided upon. The maga- | 
zine also says that the combina- 
tion of the two publications will 
make it possible “to have avail- 
able press facilities to take care 
of the unprecedented demand for 
Harper’s Bazaar that has been in 
evidence for the 36 months past. 

. the accumulated backlog of 
subscriptions and newsstand or- 
ders for Harper’s Bazaar may be 
effectively handled.” 


Canadian Wool to Walsh 

The Toronto office of Walsh Ad- | 
vertising Company has been ap- 
pointed to direct the advertising 
of the Canadian Wool Company, | 
Toronto. 


Farm Editors to Meet 


The American Agricultural Edi- 
tors’ Association will hold _ its 
spring meeting in Detroit, May} 
10-12, with headquarters at the) 
Hotel Statler. 


KEY TO PROFITS 


In the years just ahead sales- 
men will again be the most || 
important men in your organi- 
zation — if they are properly 
trained. 


Make sure that they are. De- 
fine their jobs, train them to 
handle their work and time 
most effectively. 

This book will help you. It 
will answer your salesmen’s 
questions. It is strictly “how || 
to do it” all the way through 
—a practical 182 page cloth 
bound guide you will find 
essential. 


ORDER YOUR COPY TODAY — $2. 


ADVERTISING PUBLICATIONS, INC. | 
100 E. Ohio St. Chicago 11 | 


FILL IN AND MAIL THIS COUPON 


TODAY 

dvertising Publications, Inc. 
iv. 922 

00 E. Ohio St., Chicago 11, Ill. 
>entlemen: 
‘lease send me —— copies of ‘Successful 1 
ales Training." Enclosed is $—————. ! 
om 
lc 


‘Ferry to von Morpurgo 
Maxine Ferry has been ap- 
pointed fashion art director of 
Henry von Morpurgo & Co., ad- 
vertising agency, with headquar- 
ters in San Francisco and Los An- has resigned. He formerly was 
with United Press and Skouras 


Gardner & Jones Moves 
Gardner & Jones, public rela- Inland Press Meets 


tions counsel, has moved to larger 
offices in the Chicago Real Estate 
Board building, 105 W. Madison! be held at the Congress Hotel, 
St., Chicago. 


WINS Appoints Besch 


Enterprises. 


Chicago, May 24-25. 


Greer Appoints Hoffman 
Curtis B. Hoffman has been ap- 

pointed general sales manager of 

activities at WINS, New York, to J. W. Greer Company, Cambridge, 


Joseph Besch has been ap- 
pointed director of promotional 


succeed Charles Oppenheim, who 
ous production machinery. 


Opportunity! 
‘ Now you can open 
NRDGA Names Brightman America’s biggest mar- 
| ets on  “‘shoestring”’ 
| Consumer Group Head budget. New trend in 
radio creates rare op- 


The spring meeting of the In- 
land Daily Press Association will 


Harold W. Brightman, president portunity. I'll prove it! 
of Lit Brothers, Philadelphia, has go, 7021, Advertising Age 
been appointed chairman of the 430 w. sand St.. New York 18, N.Y. 
consumer relations committee of 


the National Retail Dry Goods As- 
sociation. He succeeds Reagan P. 
Connally, former president of In- 
terstate Department Stores, Inc. 


Mass., manufacturer of continu- 


AMERICA’S GREAT LIVESTOCK 


INDUSTRY DEMANDS A DAILY SERVICE 


ALWAYS A MARKET FOR MEAT 


OU and your fellow Americans consumed 

over 23 billion pounds of meat last year, 
an average of 157 pounds per capita. For this 
enormous production of beef, pork and lamb, 
third highest on record, livestock farmers re- 
ceived 10 billion dollars or one-third of the total 
cash farm income. 


Meat is first on the American table and 
livestock farmers do an uncommonly good job 
of supplying the insistent demand for this deli- 
cious food so essential to adequate nutrition. — It 
takes “know how” based on skill and experi- 
ence, a sizeable investment in land, herds and 
flocks, buildings and equipment to operate the 
successful livestock farm or ranch. A real neces- 
sity in solving day to day problems, in advance 
planning and in marketing, is the specialized 
service of THr Corn Farm Dalties. 


These publications, one at each of the four 
great market terminals, hold a unique position 
in the largest single producing industry of the 
nation. They have grown up with it through 
three-quarters of a century, providing the ac- 
curate, complete and timely market reports and 
farm news so vital to livestock producers. The 
subscription price of $6.00 per year for each 
paper, highest in the farm field, plus the spe- 
cialized livestock editorial appeal, assure ex- 
ceptional reader interest in America’s top in- 
come livestock farm homes. 

In 1947, these publications carried 3,174,- 
168 lines of advertising to this 10 billion dollar 
market. For effective coverage of the livestock 
field there is no substitute for THe Corn Bet 
Farm Dali.irs. 


THE CORN BELT FARM JAILIES 


GENERAL OFFICE: UNION STOCK YARDS, CHICAGO 9, ILLINOIS 


CHICAGO DAILY DROVERS JOURNAL @ KANSAS CITY DAILY DROVERS TELEGRAM 
OMAHA DAILY JOURNAL-STOCKMAN @6@ ST. LOUIS DAILY LIVESTOCK REPORTER 


THE - PUBLICATIONS - OF - THE - LIVESTOCK - INDUSTRY 
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advertising manager of the Jewish 


Appoints Berman Daily Forward, New York. 


Leonard Berman has been ap- 
pointed manager of the classified | te ae 
advertising section of Graphic Two Name Howard 
Arts Monthly, Chicago. Howard Advertising Associates, 


Arkin Appointe d A M. New York, has been appointed to 


direct the advertising of Nancy 
Leon Arkin, formerly 


Unit Cost of Ads 
Rising Sharply, 


in the Lee Novelties and Best-Ever Furs, 
Boston office, has been appointed | Inc. 


The record each month 


of the finest perfume 


and cosmetic advertising 


» publishers of DRUG AND COSMETIC IN 


BEAUTY FASHION 


DUSTRY 


Ryan Explains 


Media Costs Down 


But Productivity 


Is Serious Factor 
VirGINIA BEAcH—‘‘While in gen- 
eral the costs of advertising media 
have gone down in relation to cir- 
culation provided,” F. B. Ryan Jr., 
president of Ruthrauff & Ryan, 
showed in a study on “advertis- 
ing’s cost of living” at the Four 
A’s meeting here that “they have 
gone up—and seriously—in unit 
cost. 

“In other words,” Barry Ryan 
explained, “the advertiser of to- 
day takes a bigger risk, through a 
larger investment, before he be- 


MOVIES AND RESEARCH—Guests at the head table at the Association of Screen 

Magazine Publishers’ research luncheon held in New York talked about movies 

or research, or both. Left to right are: Harry Browning, head of a Boston 

theater unit; E. J. Hudson, head of the United Detroit theaters; Ted Gamble, 

president, Theater Owners of America, and Dr. Paul Lazarsfeld, head of Colum- 
bia University's Bureau of Applied Social Research. 


gins to get a return on his in- 
vestment. Everything we do for 
the advertiser should be more 
efficient.” 

On a cost-per-thousand basis, 
however, he _ said, magazines, 
newspapers and network radio 
provide better value now than 
they did prewar. Whereas the 
unit cost of a black-and-white 
page in eight leading magazines 
rose 40% and color pages were 
up 41%, their circulations in- 
creased 46%. 


Rate Changes Shown 


The magazines covered were 
Collier’s, Good Housekeeping, 
Ladies’ Home Journal, Life, Look, 


rose only 28% and color rates 
only 3%. 

| Between 1938 and 1948, average 
‘agate line rates of daily news- 
|papers were up 25%, “but circu- 
lation has increased 31% and the 
average milline rate has come 
down 4%. 

“The time cost for an evening 
half-hour on the full network of 
either NBC or CBS increased ap- 
proximately 14% in 1948 over 
1940,” Mr. Ryan said, but added 
that the coverage obtained by the 
full network (the homes reached) 
has gone up 28%. “During this 
period the average audience rat- 
ing for the top 10 shows on the 
air in 1948 is 5% below the aver- 


Vv 
McCall’s, The Saturday Evening | age for the top 10 shows in 1940. bi 
Post and Woman’s Home Compan-|Combining these figures and in- e: 
ion. Although some of these have |cluding talent costs, we find that 7 
increased rates since his study|the cost per 1,000 listening homes 
was made, Mr. Ryan said, “We/has gone up 24%. sé 
question whether the relative per- “The same situation is true of p 
centages would change to any ex-|programs in the median rating g) 
tent.” group [where] the cost per 1,000 at 
Circulation of weekly supple-| homes reached has gone up 16%.” 
ments increased nearly by half, In addition to a 14,000,000 popu- ve 
while their black-and-white rates|lation increase between 1938 and (1 
2) 
fi 
y 
pe 
UNCERTAIN ana haphazard methods of 
storing pattern plates lead to inefficiency and au 
delay; orderly filing is a means to better and . 
faster service. h 
| Here at P&A is a pattern department that fc 
| functions well. Clean, neat, and adequately 
| equipped with numbered racks and shelves, it : 
has a capacity of 125,000 plates. A complete ; 
index record includes a card for each pattern " 
filed. And an able, serious man is in charge—-one 
[ 
who is “cranky” over the smooth functioning ¢ 


of his" department. 


Customers of P&A appreciate this service, 
for they are certain their patterns are filed pro- 
perly—certain they are in good care. 


PARTRIDGE & ANDERSON COMPANY 


ELECTROTYPERS + NICKELTYPERS + MATRICE MAKERS 


STEREOTYPERS 


712 FEDERAL ST., CHICAGO 5, ILLINOIS 


TELEPHONE: HARRISON 3732 


CARTER FABRICS 


—subsidiary of J. P. Stevens & 
Co.—one of the World's largest 


Ww. J. Carter 
President 


textile organizations with net sales 
of $224,272,000—has one of the Carter Plants and the 
Steven's central buying office in Greensboro with annual 


purchases of many millions. 


REENSBORO MARKET—o rich agricultural 
ond diversified industrial market with a gross buy- 
ing income of $486,487,000.* More than one- 
fifth* of the retail sales in North Carolina are 
concentrated in this 12 County area with 631,000* 


1947 Sales Management Figures 


people or one-sixth* of the state's population. 


GREENSBORO 
NEWS and RECORD 


GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelly, Inc. 
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1947, he noted “a marked change | 
in the amount of disposable in-| 
come received by families and in- | 
dividuals. This factor must be | 
reckoned with in evaluating media 
price changes; for every $1 Mr. 
John Q. Public had to spend be- 
fore the war, he now has $2.75.” 

Mr. Ryan compared sales re- 
sults of advertiser “A,” an R&R 
iccount whose advertising ap- 
yeared in exactly the same media 
in 1941 and 1947. Cost of one ad 
rose 31% but sales increased 
127%. Of others: Sales up 375% 


29% on 5% more ad cost; sales 

up 83% on 27% more ad cost. 
With advertiser “D,” cost of in- 

quiry rose from $1.68 in 1942 to 


Joins Bingham-Herbrand 
Robert W. Kerr, formerly ex- clock sales. 


ecutive vice-president and sales 


| manager of Plomb Tool Company, 
| Los 


Angeles, has been named 
vice-president and director of 
Bingham - Herbrand Corporation, 
Toledo, manufacturer of brake 
lever assemblies and drop forged 
products. He will be associated 
with the Herbrand division of the 
company in Fremont, O. 


Telechron Names Four 
Telechron, Inc., Ashland, Mass., 


on 50% more ad cost; sales el appointed Russell T. Wood- 


ward, formerly manager of stand- 
jard clock sales, merchandising 
manager. Robert J. Buckley, dis- 
trict manager in Philadelphia, has 


$2.78 in 1947, but cost of order 


been named to succeed Mr. Wood- 
ward, and Thomas A. Sparks, for- 


declined steadily from $49.50 in| merly New York and New Eng- 


1942 to $36.20 in 1947. He cited | 
others, however, where the in-| 
creased sales failed to keep pace 
with advertising costs. 


Studied 15 Advertisers 


On 15 advertisers, between 1939 
and 1946, changes in advertising | 
expenditures ranged from a de-| 
cline of 64% to an increase of. 
358%. All 15 had sales increases, 
ranging from 43 to 772%, but with 
five the rate of sales gain was less, 
percentagewise, than that of ad- 
vertising costs. Although the 772% 
sales gain was made on an ad- 
vertising increase of 102%, an- 
other advertiser, who increased 
expenditure 358%, showed only a 
73% sales rise in this period. 

“By and large the increase in. 
sales for these important com-. 
panies,” Mr. Ryan said, “has been 
greater than the dollar changes in 
advertising expenditures.” 

The range of percentage of ad- 
vertising to sales among the 15 
(food, drug, automotive and other) 
companies in 1939 was 0.2 to 
21.6%; in 1946, 0.3 to 14.9%. Only 
five of the 15 increased their ad- 
vertising-sales ratios in this 
period. 


Competition Increased 


Summarizing, he found that: 

1. Apparently, the unit cost of 
advertising has risen. 

2. However, the value result- 
ing from increased circulation and 
purchasing power, on the average, 
has gone up even faster. 

3. The changes have not uni- 
formly affected the various media. 

4. The large number of fam- 
ilies provides a greater “numer- 
ical market.” 

5. There is a “considerable in- 
crease in disposable income.” 

6. But “the higher volume of 
advertising, both in dollars in- 
vested and space run, indicates a 
more competitive battle.” 


Disc Jockey Magazine 
Set for May Debut 


RPM, a new magazine designed 
for radio station program direc- 
tors and disc jockeys, will go on} 
sale in May. The monthly is be- 
ing launched by M. N. Harrison, 
Inc., New York, publisher of Rec- 
rd Retailing, Listen and the “Rec- 
rd Retailing Yearbook.” 

Some 30 pages of advertising— 
t the rate of $250— have been 
old for the first issue. Neil F. 
farrison is editor of RPM and 
ert Briller, executive editor. 


Lipton Promotes Reilly 


M. A. Reilly, former western 
vision sales manager in charge 
the 11 western states for 
homas J. Lipton, Inc., San Fran- 
sco, has been appointed general 
les manager, with headquarters 
the company’s main office in 
yboken, N. J. Mr. Reilly joined 
'ipton in 1922 as a salesman. 


‘/\ppoints Moffitt 
William T. Moffitt, formerly ad- | 
rtising and_ sales promotion | 


inager of the Durham, N. C., 
anch of Sears, Roebuck & Co., 
S been appointed national ad- 
rtising manager of the Arkansas 
izette, Little Rock. 


jland district manager, has been 
| appointed supervisor of advertising 
Floyd W. Leonard, | 
‘formerly merchandising man- 
|ager and superintendent of opera- 


tions of W. D. Gilbert Clock Cor- 
poration, has been named product 
sales manager. 


Carter Appoints JWT 


The Toronto office of J. Walter 
Thompson Company has been ap- 
pointed to handle the Canadian 
advertising of Carter’s Little Liver 
pills, product of Carter Products, 
Inc., New York. 


Research Club Elects 


C. P. Monteith, sales manager 
of the trade division of Aluminum 
Goods Ltd., has been elected presi- 
dent of the Sales Research Club 
of Toronto. 


= 
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"Sally's Sittin’ Room" is a huge place. . . it's all f 
of Central Ohio. Hundreds of listeners visit with Sally 
each day . . . listen to her humorous, friendly chatter 
and buy the merchandise she advertises. Sally has 
sales appeal. She has been enjoying continuous, radio 
popularity since 1934 as a mem- 
ber of WBNS talent(ed) family. 


ASK JOHN BLAIR 


Power 5,000 D- 1,000 N — CBS 


This NEW authoritative 
study of a $189,000,000 liquor market ; 


shows . . 


Liquor advertisers refer to The Pittsburgh Press 
studies of “Liquor Sales in Pennsylvania’’ as one of 
their most authoritative sources of information. The 
latest report covers the last half of 1947. Press Repre- 
sentatives are showing it to liquor advertisers and 


their agencies now. 


During the period covered by the report, The 
Pittsburgh Press carried 43.1% of the liquor linage 
in Pittsburgh newspapers . . . for good reason. Allegheny 
County is the heart of the Pittsburgh Market, with 30 
times the population and over 40 times the effective 


The Pittsburgh Press 


No. 1 for MARKET FACTS too! 


. sales by type of liquor 
sales by brand of liquor 
county volume 

price distribution 

and other important data 


buying income of the average United States county. 
In Allegheny County, The Pittsburgh Press tops any 
other newspaper’s circulation by more than the total 
circulation of many a daily newspaper. 

In the preparation of useful market data, too, The 
Press leads. If you need Pittsburgh market informa- 
tion about your kind of business that is as reliable as 
The Press study of “‘Liquor Sales in Pennsylvania,” 
feel free to call on your Press Representative for it. 
And remember .. . every Scripps-Howard Repre- 
sentative is a Press Representative. 


Represented by the National Advertising De- 
partment, Scripps-Howard Newspapers, 230 
Park Avenue, New York City. Offices in 
Chicago, Cincinnati, Detroit, Fort Worth, 
Philadelphia, San Franctsco. 


STOCK CUTS 


Complimentary 144-page 
Handbook of top illustra- 
tions to Printing and Adver- 
using Executives. Write on 
business letterhead 


STIVERS STUDIO 


113 New Montgomery Street 
Seon Francisco 5, California 


| Ralph Joins Poyntz 


C. Ralph, formerly on the ex- 
ecutive staff of Harry E. Foster 
Agencies Ltd., Toronto, has joined 
Alford Poyntz Advertising, To- 
ronto, as account executive. 


Paint Firm Uses Radio 


For the first time since 1941, 
radio will be used in the spring 
paint campaign of the Martin- 


| O. A. FELDON & ASSOCIATES 


185 North Wabash Avenue 


Chicago I, Ill. 


Publishers’ Representatives 


Dearborn 5272 


|Senour Company, Montreal. Fifty 
radio outlets across Canada will 
carry the advertising this month, 
}and copy also will appear in roto 
|sections of English and French 
language weekend papers and 
farm publications. J. J. Gibbons 
Ltd., Montreal, is the agency. 


JWT Appoints Karpie 
Walter Karpie, formerly with 
Wilson, Haight & Welch, Hartford, 
Conn., and F. W. Prelle Company, 
Hartford, has been named art di- 
rector in Sao Paulo, Brazil, for 
J. Walter Thompson Company. 


Brainard Metcalf 


George T. Metcalf Company, 
| Providence, R. IL., has been named 
to handle the advertising of Brain- 


AT RESEARCH LUNCHEON—Participants in the Association of Screen Magazine 

Publishers’ presentation at a luncheon in New York are (left to right): Homer 

Rockwell, president of the association and advertising manager of Hunter Screen 

Unit; Monroe Greenthal, head of the New York agency bearing his name: 

Edward Lethen Jr., advertising manager, Macfadden Women's Group, and 
Eliott D. Odell, advertising director, Fawcett Publications. 


dence, textiles ‘and general. mer- 8th Pantry Poll 

cnanalise. 

| Foster Transferred Shows Chicagoans 
Shift Purchases 


| J. R. Foster, account executive 
. in th ‘ 
of Cockferd, Brown & Co. in the Cuicaco — The Chicago Times’ 
and now Sun-Times’ eighth 


| Montreal office, has been trans- 
| ferred to the agency’s Vancouver, 
|B. C., office. 

|cember slightly less than half of 


‘Chicago families had butter on 
. hand, compared with 62% the 
preceding August, 72% in De- 
|}cember, 1946, and 86% in De- 
/cember, 1945. 

Margarine, meanwhile, was far- 
/ing better, according to the latest 
study in the series conducted for 
| the newspaper by Medill School 
|of Journalism, Northwestern Uni- 
versity. 


lies were found stocking mar- 


garine. This dropped to 20% by 


the following December, rose 


steadily to 43% of homes De- 


cember, 1946, dropped to 23% 


again last August and is now re- 


|December. Swift’s Allsweet con- 
'tinues the leading margarine. 


Lard at High Point 


Swift’s Swift’ning lard also is 


|was found in 32% of the continu- 


Each week CAPI 


Cartoons 
Recipes... Humor. . 


other popular Departments. 


The unusually high reader interest of 
CAPPER’S WEEKLY 


leader in producing 


and sales. Try CAPPER’S WEEKLY 


and let it prove 


Makes Reader Interest — 
... Fhe Plus Factor In 


-ER’S WEEKLY 
brings to its readers Fiction... News... 
Homemaking Hints and 


“Pantry Poll” shows that last De-| 


In August, 1945, 40% of fami-| 


|ing panel of 400 homes covered in 
the study. This was the highest 
point yet for the product. Vege- 
table shortenings (led by P&G's 
Crisco consistently) in Decembe: 
were at their lowest point—60” 
|—since the poll started in 1945. 
| Among other products covered, 
instant coffees were stocked by 
118% of families, down from 24% 
four months earlier, while 82% of 
families had regular coffee on 
hand, off 1% from August, 1947 
The poll shows Manor House up 
from 11 to 16% of homes, a closer 
competitor of the leading Hills 
Bros. brand, off two points to 27%. 
In a foreword, Charles L. Allen 
of the Medill school warns, how- 
ever, that interpretation of the 
data in the polls “can be properly 
undertaken only by one who is in 
possession of full factual infor- 
| mation about the production and 
|distribution of his product.” 
-Raybestos Ups Brush 


| Jerome W. Brush Jr. has been 


ported in 42% of homes as of last/named assistant director of mar- 


‘keting and merchandising, a 
newly created department of Ray- 
'bestos Manhattan, Inc., with of- 
| fices at 120 Broadway, New York. 
David E. Cunningham has been 
| appointed to succeed Mr. Brush as 
|marketing supervisor of the Ray- 
| bestos division, Stratford, Conn. 


| 
chews leading in its field, and lard 
| 


| 


. Poetry and many 


makes it a i 


low cost inquiries 


Sell the NEWS READERS 


sell the 


WHOLE marker 


912 KANSAS AVENUE | 


TOPEKA , KANSAS 


you in the prosperous, able-to-buy farm 
and rural town market: of Iowa, Ne- 
braska, Kansas, Missouri and Colorado. 


Capper Publications, Inc. 


what it can do for a 
Receiving classified ads be 
at the Buffalo Evening News f 
f 


Readers choose the classified section-"_ 


in Buffalo they choose The News— X ee 
the medium 
where sellers and buyers meet. x 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER, Editor and Publisher 
| “Western New York’s Great Newspaper” 
| KELLY-SMITH CO., National Representatives 
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‘Call WU 
of Dealer’ Plan 


Put in Operation 


ANA Members Launch 
New Tie-up Service 
for National Copy 


| 

Cuicaco—The plan to localize | 
iational advertising by arranging | 
vith Western Union to supply the 
names of local dealers of adver-| 
tised products is already rolling | 


and will gather momentum 


quickly, the Association of Na-| 
tional Advertisers was told at its | 
spring meeting here last week. 

The Distribution Council of Na- | 
tional Advertisers, Inc., a non- 
profit organization set up to pro- 
mote the activity, began operation 
as a separate entity March 1, and 
signed a contract for the neces- 
sary service with Western Union | 
on March 5. Any advertiser want- 
ing to take advantage of the serv- 
ice can now have it in operation 
within 60 days after supplying 
Western Union with a list of his 
dealers. Fred Wahlstrom, for- 
merly on the ANA staff, is presi- 
dent of the Distribution Council. 

First use of the plan was made 
in a spread in the March 29 issue 
of Life by Pressed Steel Car Com- | 
pany, maker of Presteline electric | 
ranges. Joseph G. Howland, ad- | 
vertising manager, reported at a. 
press conference that while no 
official tabulation of results to date | 
has been possible, inclusion of the | 
slug, “Call Western Union for | 
name of your local dealer,” has 
already resulted in a wire from 
a dealer in Eldorado, Ill., com- 
menting favorably on the service | 
and reporting that he sold five 
ranges in a single morning. 


How Plan Operates 


The plan works like this: 

Advertisers supply a list of} 
their dealers in towns covered by 
the Western Union service. This 


embraces 2,300 direct WU offices | 


and some 17,000 adjacent cities 
and towns served indirectly. 

In their national advertising or 
promotion, advertisers then in- 
clude the phrase, “For name of, 
nearest dealer call Western Union | 
by number and ask for Operator 
25." 

Thereupon, any interested per- 
son calling “Operator 25” learns 
the name and address of the near- 
est dealer handling the adver- 
tiser’s product. Dealers’ names in 
each area are supplied to callers | 
on a rotating basis. 


What It Costs 


The cost of the service is $200 
er month for the maintenance of | 
ationwide facilities and for the) 
rst 100 calls handled. For each 
ill over 100, a charge of seven 
ents is made. For the initial list- | 
g of dealer names, the charge is 
i0 per thousand names, and sub- 
quent revisions in the list (re- 
sions may be made monthly) | 
e charged at the rate of $7.50 
r 100. 
Out of these charges Western | 
nion pays a modest fee to the 
stribution Council. It is hoped 
e fees will be sufficient to main- 
n this non-profit organization 
a self-sustaining basis. Founder | 
‘mbers of the Distribution Coun- | 
. each of whom advanced $1,000 
get the program started, are: | 
America Fore Insurance Group; 
nerican Central Division of | 
- veo Mfg. Corp.; Bigelow-San- 
rd Carpet Company; General 
re & Rubber Company; Ham- 
ermill Paper Company; Mohawk 
irpet Mills; Mullins Mfg. Cor- 
ration; A. H. Pond Company; 
essed Steel Car Company; | 


States Rubber Company. 


Open to All 
America Fore is expected to be- 
gin using the identifying line in 
its promotion in July, with Ameri- 


/can Central and Mullins probably 


following along in September. The 


panies with 


having 10,000 or so dealers. 


Distribution Council hopes that a. 
minimum of 50 companies will use | 


it next year. 


Plans Promotion 


bulk of those interested in the| for Cutlery Week 


plan is not expected to be able to 
put the plan to work before Janu- 
ary, however, largely due to the 
difficulty of developing lists of 


dealers. 


Although the plan was devel- 


ber companies, 
Adams of Mullins Mfg. Company 
heading up development work, it 
is open to any company. It is 


with Marshall | wass,, the association’s agency, 


, Rheem Mfg. Company, and United considered ideally usable by com- , cutlery 
fewer than 20,000 household necessity, with empha- 


‘dealers and especially with those | Sis on fine cutlery as a 


as a farm, restaurant and 


gift for | 

The Weddings, Mother’s Day, Father’s | 

Day, etc. 
ANAN Adds Two 

Sherman P. Laire, formerly 


with American Home Foods, Inc., 
New York, and John J. McDonald, | 
formerly with the Manufacturers | 


Trust Company, New York, have | 


The cutlery industry has formed joined the New York staff of the 
the Associated Cutlery Industries American Newspaper Advertising 


of America, New York, to promote Network. 


interest in American cutlery with 
90% of American cutlery manu- 
facturers sponsoring National Cut- 


oped and sponsored by ANA mem- | lery Week, May 16-22. 


Hoover Boosts Mansager | 


Oscar M. Mansager, branch | 


Channing Bete, Greenfield,| manager in Minneapolis, has been 


has prepared a_ special dealer 
package available to all distribu- 
tors. Theme of the promotion is 


appointed director of dealer re-| 
lations of Hoover Company, North 
Canton, O., succeeding Thomas F. | 
Kelly, who has retired. | 


| one look. We're not that smart, or that 


Look 
again 


This agency does 
not go in for 

snap judgments. If you ask us “Will 
it sell?” we can't tell you by taking 


new in this business. So we study and 
find out beforehand whether some- 
thing “has it’ or hasn't. We say “Go!” 
when we know 


FRED GARDNER CO., INC. 
Proven Advertising 
202 E. 44th St., N. Y. * MU 7-4626 


YOU WERE SAYING... “NEWSWEEK IS ONE OF 
THE TOP 4 IN TOTAL ADVERTISING PAGES OF 
ALL GENERAL MAGAZINES. THEY CARRIED 
OVER 2800 PAGES IN 1947” 


OH, YES... AND THEY'VE GOT THE BLUE-CHIP COMPANIES, es 
TOO. MOREOVER, NEWSWEEK DELIVERS THE “TOP 700,000" Suen 
AMERICAN FAMILIES... THE GREATEST CONCENTRATION 
OF LEADERS IN BUSINESS, INDUSTRY, AND THE 
PROFESSIONS OF ANY GENERAL MAGAZINE. 
AND AT THE LOWEST RATE PER 
THOUSAND! THUS WE RECOMMEND... 
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Public Relations 
Awards Plan Set 
for APRA Meeting 


WASHINGTON — The American 
Public Relations Association has 
announced plans for the selection 
of nine public relations award 


winners in conjunction with its 
third annual convention here late 
next month. 

As in previous years, APRA 
makes its selection from presenta- 
tions submitted by all public re- 
lations practioners interested in 
competing for the “Oscars.” 

Presentation of the awards will 
be one of the features of the spec- 


tacular International Public Rela- 


tions Institute and methods and 
media exhibit which APRA is 
holding on the campus of Ameri- 


can University here May 24 to 27, 


in conjunction with its convention. 


the WATV Test-Pattern 


is now being telecast daily 


in the New York area 
on Channel 13. 


the new WATV Mobile Unit 
will begin remote operations 
in April. 


WATV maintTelevision Studio, | 


world’s largest, (84’ x82’), is 
rapidly nearing completion. 


CHANNEL 


TELEVISION CENTER 
NEWARK, NEW JERSEY 


serving New Jersey and 
Metropolitan New York 


The tentative convention pro- 
gram includes panel discussions 
on public relations problems and 
methods in the European, Far 
East and Latin American areas, as 
well as in the United States. 

About 70 associations and in- 
dustrial firms are expected to take 
space at American 
auditorium for the methods and 
media exhibit, according to 


APRA’s executive secretary,| 
'Charles Dockarty. 


Paul H. Bolton, 


‘University | 

‘of public relations, 

Bank; Reuel Elton, general man- | 

‘PR LIST DEVELOPED 
WASHINGTON—The American)! 

Public Relations Association has | 


| Executives; 
Washington | 


public relations counsel, remains 
chairman of the awards commit- 
tee. 


Individual Award 


Judges this year are Howard 
Bonham, vice-president in charge 
of public relations for American 
Red Cross; Drew Dudley, director 
International 


ager, American Trade Association 
Henry Hoke, pub- 


lisher, Reporter of Direct Mail 


Advertising; Kirk Miller, director 
of public relations, Safeway 
Stores. 

Awards are planned for the 
outstanding individual contribu- 
tion to international relations 
and outstanding organized group 
contribution to international rela- 
tions. Deadline on entries is May 
1, according to Mr. Bolton. 


|New York, has joined the adver - 


Advertising Age, April 19, 1943 


started to help public relation; Pu 
people obtain jobs by compiling ’ 
list of those available for positior “i 
and sending it—with other ma 
terial on public relations—to busi - Am 
ness and industrial executives, 01 JB. 


a regular basis. the 


New 

Joins National Concert Ra 
Vivienne Winterry, former!, 

with the Advertising Guild, Inc. J 


tising staff of National Conce:t 


Magazines, New York. 


%& That means ANYTHING from shirts to shave 


bowling balls .. 


. moccasins to motor boats. 


. Cigars, 


. bus trips to 
photo film, wire recorders, 


topcoats, luggage, sunglasses, hair tonic, lawn sprinklers, 
binoculars— a list without end. 
More than ONE MILLION circulation 
- +. more than 412 MILLION male readers 
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lations Purdy Joins ‘Tribune’ 
Charles McMorris Purdy, for- 
: merly assistant director of promo- 
er ma tion, Bureau of Advertising, 
to busi- #7, nerican Newspaper Publishers 
ives, 07 Association, New York, has joined 
the promotion department of the 

New York Herald Tribune. 
_ [Raytheon Promotes Tynan 
d Inc James J. Tynan, formerly in 
adve;. (charge of sales and service of the 
Conce:t Mariners Pathfinder radar, here- 


tofore distributed by Raytheon’s 


|marine affiliate, Submarine Signal 
Company, has been appointed sales 
manager of the commercial prod- 
(ucts division of Raytheon Mfg. 
Company, Waltham, Mass. Ken- 
neth V. Curtis, who joined Ray- 
theon in 1945, has been appointed 
product manager. 


Adds C. F. Gulick 


| Charles F. Gulick, formerly 
with J. Walter Thompson Com- 
pany, New York, has joined the 
copy staff of Moser & Cotins, 
Utica. 


$200,000 Sunroc 
Water Coolers 
Drive Planned 


PHILADELPHIA—The Sunroc Re- 
frigeration Company, Glen Riddle, 
Pa., is launching one of the largest 
advertising drives ever to be put 
behind the sale of water coolers, 
starting this month with ads in 
national magazines and in news- 
papers in 14 major cities. 


51 


According to R. A. Angus, sales; groups and others in the con- 
/manager, the campaign budget| sumer and trade fields. 
may total $200,000 by the end of; Newspaper linage will take 
the 12-month schedule. Goal of | about one-third of the budget. Ads 
the cooler promotion is sale of will run steadily throughout the 
more than 20,000 units. year over names and addresses of 

Ads will run in Business Week, | distributors under the control of 
Fortune, Newsweek, The Saturday branch offices in 14 cities. There 
Evening Post, Time and United | will be a second newspaper cam- 
States News, as well as in indus- paign for dealers, cost of which 
trial and trade publications. An will be shared on a cooperative 
additional test schedule calls for | basis. 
insertions in publications aimed at Gray & Rogers here handles the 
specific executive and professional | account. 


Your advertising gets more readers per thousand 


circulation in POPULAR MECHANICS because our 


readers—having the RM.Mind—read ads deliberately. 


‘McDaniel Joins Wolff 

Felix B. McDaniel, formerly 
with the Joseph Schlitz Brewing 
/Company in charge of branch op- 
j}erations development, has joined 
| Lester L. Wolff, Inc., New York 
lagency, as merchandising and 
marketing director. 


Joins Smith, Bull 
| Neal Heard, formerly sales man- 
ager of Louis Milani Foods, May- 


wood, Cal., has joined the San 
| Francisco staff of Smith, Bull & 
| McCreery. 
| 

(Advertisement) 


How fo Get Your 
Business Market 
Into Sharp Focus 


By W. H. Long 
President, Media Director 


The W. H. Long Co. 
York, Pennsylvania 


An editor is something like the 
lens of a camera. He brings the 
market into focus for your adver- 
| tising message. 
| Suppose you have a_ business 
| message which you want to project 
into the minds of American busi- 
|ness men. You want to choose the 
| proper means of projecting this 
| message clearly to your audience. 

This is where the editor comes 
| into the process. He helps deter- 
| mine whether your message will 
come out fuzzy and confused ... 
|or will be projected as a sharp, 
clear and unmistakable image in 

| the minds of his readers. 

An able editor will focus all of 
his editorial material directly on 
the problems of his business read- 
ers. He will avoid any diffusion he 

|or distraction which takes his 
| readers away from business mat- 
| ters. 

_ Naturally, your business mes- 
|Sage gets greater intensity of 
| readership from business men un- 
der such conditions—because the 
|editor has brought it into sharp 
focus for his audience. 

The tremendous mass circulation ; 
of the four leading general busi- ; 
ness Magazines today is the result nips 

| of such editing. Here, for the first 
time, your business message can 
| be brought into sharp, clear focus 
for over 1,285,000 business men 
| subscribers. 

This mass circulation, of course, 
has brought a corresponding drop 
in page rates per thousand—so that 

_it’s economical for you to bring 
your entire business market into 
| focus. 


This column is sponsored by 
Nation’s Business to promote the 
use of a “mass technique” in sell- 


ing the business market of 
| America. 
| Four leading general business 


magazines offer you in 1948 a com- 
bined circulation of 1,285,000 exec- 
utive subscribers, over 15 million 
pages a year on 12-13 time sched- 
ule. The combined rate for a 
black-and-white page in all four 
papers is only about $9875. 
Guaranteed Circulation B&W Page 


Nation’s Business. .575,000 $3,000 
U.S. News— 
World Report...300,000 2,400 
235,000 2,900 
Business Week... .175,000 1,575 


We'll be glad to give you case 
histories of advertisers who have 
found such “mass” selling profit- 
able 
ington, 


Nation’s Business, Wash- 


©. 
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verttsing Age, 


Wiegand Names Cline Gets Shoe Account 


A. H. Cline, formerly with Ster- Tracy, Kent & Co., New York, 
ling Drug, Inc., American Home| has been named to direct the ad- 
Products Corporation and Diamond | vertising of Powell & Campbell, 
Alkali Company, has been ap-/| New York, manufacturer and dis- | 
pointed merchandising manager of | tributor of Twinkletoes, Campbell 
|'Edwin L. Wiegand Company,| health shoes and Frederic’s shoes | 


| 


@ EXPORT © 
TRADE « SHIPPER 
Circulates in the U. S. A. 


Pittsburgh. He will supervise | for women. Magazines, trade pub- | 
| sales and promotion of Chromalox|lications and television will be 
It is read electric heating products. \used. 
by Export Managers —— 
of Joins Becker & Lush WCOP Appoints Cody 
| Richard B. Clark, formerly art Coleman F. Cody has been ap- 
LEADING AMERICAN _director of Philips Webb Upham| pointed merchandising assistant in 
|& Co., New Haven, Conn., has|the promotion and merchandising diré 
MANUFACTURERS | joined Becker & Lush, Inc., New|department of Station WCOP, Ric! 
Haven. Boston. av 
cna! 
nas 
Far 
BEST ESSAY—Eugene S. Thomas (center), president of the Advertising Club 
of New York, is presenting medals to two winners of the club's essay 
‘cc ° contest on “What | Got Out of the Advertising and Selling Course of the 
eee or outstan ing Advertising Club of New York.” The first award was won by Charles C. Squires 
of NBC (right), and third prize was won by Lucille Landy, Union Carbide & 
Carbon Corp. 
and x ; p . V | trend in his talk on the S&H green 
discount stamps, now used in al- 
p ‘ remium 0 ume most every state. Some 52 years 
me ago, the company decided that it 
rutorvwous in ‘AR Fy ected would be a good idea to give con- 
p sumers a 2% discount for cash, 
. 29 in a manner similar to the manu- 
Service 0 facturers’ 2% on invoices. 
0 ncrease 0 How to set up a workable 2% 
'cash-incentive discount plan was 
subject of much experimenta- 
Show Highlights Trend tion before all details of the S&H 
With deep appreciation, Station WFIL gratefully Loyalty with Premiums imaics that 10,000,000 families save 


bestowal of a coveted recognition. 


listeners and loyal friends. 


acknowledges reception of the du Pont Award for | 


distinguished public service during 1947. 


As one of only two radio stations in the nation to 
receive the annual du Pont Award “for 
outstanding and meritorious service in 
encouraging, fostering, promoting and 
developing American ideals of freedom, and 
for loyal and devoted service to the nation 
and to the communities served by these 


stations”, WFIL is signally honored by this 


By our continuing, whole-hearted support of every 
worthwhile community activity, we at WFIL shall 
endeavor to make this valued award—as its 

donors intended—not merely a trophy presented | 
for past achievements but rather the symbol of a 
constant and never-tiring service to the people 


whom we are privileged to count among our | 


The Philadelphia Inquirer Station 
AN ABC AFFILIATE 


REPRESENTED NATIONALLY BY THE KATZ AGENCY 


rather than as_ shot-in-the-arm 
| sales boosters, was one of the out- 
standing trends in evidence at the 


|sition here last week. 

| Premium manufacturers’ and 
buyers frequently remarked that 
-many more food, drug and other 
|}consumer product manufacturers 
were including coupons in their 
| packages which could be saved 
and redeemed for premiums by 
| the purchasers. 

| The return to coupon saving sys- 
‘tems after many years of using 
|premiums to stimulate immediate 
| sales is accompanied by a tremen- 
|dous expansion of premium use. 
|In 1947, the value of premiums 
| distributed was about $450,000,- 
000. Optimistic estimates of the 
1948 volume at the meeting ranged 
as high as $1 billion, although 
A. B. Coffman, exposition sponsor 
and manager, said that the value 
more probably woud reach the 
$7-$8,000,000 mark, almost a 90% 
increase over last year. 


Only Few Newcomers 


Most of the increased business 
will be handled by established 
premium manufacturers and dis- 
tributors. Only a few newcomers 
/were in evidence at the exposition, 
‘even though it was 25% larger 
|than the first postwar show last 
year. 

Significantly, the premiums dis- 
|played at the show were, on the 
average, vastly improved in qual- 
|ity. Materials shortages, which 
|plagued the industry as recently 
as last year, 
known. Only steel items appeared 
in short supply. 
|/premiums, such as radios, glass 
and metal coffee brewers, cooking 
ware and cutlery seemed to hold 
an edge in popularity, although 
exhibitors were generally pleased 
|; with the amount of buying on al- 
'most all items. 

In spite of the legislation against 
premium coupons and_ trading 
stamps in several states, the tend- 
ency to build’ brand loyalty 
through premium use continues 
to increase. 

George Schirer, vice-president 


of the Sperry & Hutchinson Com- 


pany, New York, highlighted the 


Cuicaco—The increasing use of | 
premiums to build brand loyalty, | 


National Premium Buyers Expo- 


|told the conference session 


were almost 


Better quality | 


'the stamps which, when pasted 
into booklets holding 1,200, are 
redeemable for premiums. Each 
book, when filled, has a retail 
'value of from $2.50-$4, depending 
on the item selected. 

And after all the years that the 


|plan has been used by retailers, 


|who give one green stamp with 
each 10-cent purchase, distribu- 
tion of the stamps still is increas- 
ing, and redemptions have reached 


_the unusual level of 94-96%. 


‘Too Little Information’ 


In his discussion of the prob- 


lem of the disgruntled contest par- 


ticipant, Roger Barton, managing 
editor of Advertising & Selling, 
that 
there is too little information 
available regarding a consumer's 
use of a product before and after 
entering a contest sponsored by 
that product’s manufacturer. “We 
don’t know enough about the 1% 
of the entrants who are unhapp) 
enough over the awards to write 
protest letters, nor is there enough 
pooled information regarding con- 
test results, a subject of vital in- 
formation to any manufacturer 
contemplating the conduct of 
contest,” he asserted. 

Further emphasizing the lac 
of suitable research data, Haro!: 
Fair, director of the program de- 
partment of the National Associ: - 
tion of Broadcasters, asserted th: 
comprehensive research to di-- 
cover what premiums would 
popular has not yet been unde-- 
taken. “There are tremendo is 
possibilities for premium 
search,” he said, and mention < 
several extremely poor premit™ 
choices to support his contenti: 


‘There Will Be Failures’ 


Speaking on the rules gove! 
ing premium promotion over | 
airwaves, Mr. Fair compared | 
Premium Advertising Assoc 
tion’s code of ethics with 
NAB’s Standards of Practice, 
the latter affected premium offe >. 

Mr. Fair admitted that in |! - 
cent months there has been a | - 
down in the standards of broa - 
casters, to the point of “buyin ’ 
audiences, and offers of alm: *t 
anything to hold listeners. “New - 
papers went through the sar 
stage, however,” he said, and ov - 
grew it. He predicted that the © 
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| be many stations which will 

a the ropes within the next | 

' years, and that “there will be 

any failures.” 

said Mr. Fair: “The broad-| 
caster who will survive is the one 

‘ho plays fair with his audience. 
It is therefore vital for a station 


\ GM Toaster, 
Mixer Readied 


MINNEAPOLIS — General Mills 
has disclosed plans to begin pro- 
duction of an automatic toaster 
and a food mixer late this sum- 


president in charge of research Beacon Studios Moves 


and head of GM’s mechanical di- 
vision, the electric toaster has 
been 
search for the past several months 
and that product has now reached 
the point of final style design. 

Mr. Hyde said the food mixer, 


to play fair and maintain that in-| mer, although plans are still on "Ow under development, will em- 


valuable asset of audience loy- 
alty.” 


Ups Farrar and Vernay 


Cecil W. Farrar has been named 


the drawing boards. 
The products will be the fourth 


‘and fifth items in the firm’s ex- 


panding list of mechanical house- 
hold products manufactured by 


body the results of a full year of 
research to find ways to provide 
more usefulness to the home- 
maker. 


director of sales promotion of) the mechanical division here. The! ‘Times’ Sets Record 


Ric hmond Radiator Compan y» 
New York. Charles J. Vernay, 
charge of the ceramic division, 
has been appointed to succeed Mr. 
Farrar as sales manager of the 
plumbing fixture division. 


To Aitkin-Kynett 

Aitkin-Kynett Company, Phila- 
delphia, has been appointed to 
handle the advertising of Delta 
Mfg. Corporation, manufacturer 
of electrical appliances. Plans are 
being made for the promotion of | 
Delta’s new Pop-Down automatic. 
toaster. 


the door 


TO MORE SALES IN 
MERICA’S NO. 1 DAIRY STATE 


WISCONSIN 


first three were the Tru-Heat iron, 


its steam ironing attachment, now of the New York Times for the 
| six months ending March 31 set| 


undergoing extensive trade and 

consumer promotion, and the | 

_PressureQuick saucepan. 
According to A. D. Hyde, vice- 


The average Sunday circulation 


| according to the newspaper. 


over the same period a year ago. 


415 Lexington Ave. to 
studio at 216 E. 49th St., 
York. 


undergoing extensive re-| 


‘Lion’ Names Manning 


named western advertising repre- 
sentative of The Lion and El Leon, 
official publications of the Inter- 
national 


Clubs. 


uarters in Chicago. 
Beacon Studios has moved from q é 


He will make his head- 


its new 
New 


THE LETTER SHOP, Inc. 


Richard P. Manning has been 


431 6. Dearborn St., 


Chicago 5, Illinois 


Association of Lions 


This 
latest average is a gain of 39,690 


Covering Catholic Schools, Churches, Convents, Rectories, lnstietions 


CHURCH PROPERTY 


ADMINISTRATION 
Published bi-monthly at Milwaukee, Wis. 


Read om 9 out i every 10 


WIN WISCONSIN 
with the PAPER 
Dairy Farmers Read 


Her. is the one farm paper that 
can ell the top 90% of Wisconsin’s 
Pro;perous, progressive farm 
ma*<xet without supporting help. 
Re ches 9 out of every 10 farm 
far ilies in the state—gives you 
n° single medium within a single 
cov r the concentrated, volume 
circulation that means volume 
sal. Win this richest of alldairy | 
Ma” <ets with its locally published 
sta‘ farm paper. Specific market- 
ing nformation on request. 


lished at Racine - 
sconsin Since 1849 


MacArthur Coech Ambassador to U.S. Resigns, Assay le Reds Vandenber Arabs Wicd in Haile China 


Rejects Idea" 
wee 


Readability Wins Again for 
The New York Herald Tribune! 


What is of first importance to any advertiser in any 
newspaper? Readership, of course. And the most 
important single contribution to thorough readership 
is READABILITY. 

Therefore it is no surprise that the Herald Tribune, 
long America’s easiest-to-read newspaper, is for the 
seventh time winner of the F. Wayland Ayer Cup 
Award “for typographical excellence, makeup and 
presswork”. This 1948 triumph places the Herald 
Tribune’s name on the 3rd Ayer Cup. Permanent pos- 
session of the Ist and 2nd Ayer Cups was achieved by 
winning 3 awards on each. No other paper has won 
the trophy permanently. Since 1931 the Herald Trib- 
une has won 7 annual firsts and 8 honorable mentions. 


Yow’re missing plenty if you don’t read 
and advertise in the 


This established preéminence ...this consistent lead- 
ership in typography, editorial styling, balanced 
makeup and clearcut presswork...has built up enviable 
advertiser confidence based upon a formula which adds 


up to READABILITY. 


The versatility of Herald Tribune craftsmen is 
reflected in a skillful correlation between editorial 
purpose and graphic presentation. Attention-planned, 
each page combines news and features to interest more 
readers in its advertising! 


That is why Herald Tribune ads sell harder for you 
or your clients... why Herald Tribune READABILITY 


guarantees you more responsive readership! 


‘Tribune 
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Rosenwald Joins Cohen 


Edward J. Rosenwald, formerly 
vice-president of Louis G. Cowan, 
Inc., New York, radio production 
company, has been appointed vice- 
president of the Harry B. Cohen 
Advertising Company, New York. 


Lever Plans to Expand 
Silver Dust Promotion 


Lever Brothers Company, Cam- 
bridge, Mass., expects to be ad- 
vertising Silver Dust 
papers and radio spot announce- 
ments throughout the entire 
United States by mid-year. News- 


NEW JERSEY'S FOURTH LARGEST MARKET 


BAYONNE 


cannot be sold ‘x 
. F R 0 M T HE 0 U T S | D E | “and Arkansas. is Sullivan, Stauffer, 


Colwell & Bayles, New York. 


76% Y&R Boosts McCattrey: 
Adds Tom Mahoney 


| James J. McCaffrey Jr., 


‘Silve included in every box of| 
Silver Dust, and radio spot an- 
/nouncements are now being used 
'throughout the eastern seaboard 
em New England through Vir- 

ia and as far west as Missouri 


THE BAYONNE TIMES 


14% 


ALL OTHER PAPERS COMBINED 


for- 


,of Young & Rubicam, New York. 
+ NEWSPAPER COVERAGE | Tom Mahoney, formerly asso- 
THE BAYONNE TIMES 76% Family Coverage | ciate editor of Fortune and a 
is 93% home delivered and the most con- | United Press bureau manager, has | 
centrated coverage in New Jersey. at meg joined Y&R’s publicity and public | 


in Retail Sales for 1946 makes Bayonne 

good home market. Bayonne's 100 diversified | relations department. 
: industries insures you a good industrial | 

market. 


Warner Joins Du Fine 


Send for the 1947 Market Data Book. 


two years in the public relations 
department of Macy’s department 
|store, New York, has joined Du} 
Inc., New York, | 
as publicity department manager. | 


THE BAYONNE TIMES. 


MATIONALLY REPRESENTED 


BOGNER & MARTIN Fine-Kaufman, 


795 MADISON AVE, WEW YORK © 228 LASALLE ST_ CHICAGO 


8790 


for provides 
the “know how” to assist you in organizing 
your art and copy . .. determining your 
method of printing . . . producing your 
work economically and quickly. Publications, 
catalogs, booklets, direct mail from black and 
white to full color . . . Now over one million 


impressions a day. 


Make your next job 


high in quality. 


XCcELLO PRESS 


LITHOGRAPHERS + PRINTERS + BINDERS + 


400 NO. HOMAN AVENUE, CHICAGO 24, ILLINOIS - 


in news-| 


paper ads, featuring a Cannon face | 
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APRIL ADVERTISING LINAGE IN NATIONAL MAGAZINES 


-merly an assistant space buyer, | 
has been promoted to space buyer | 


| Herbert L. Warner, for the past! christian Herald.. 


1948 r 1947 
Pages Lines Pages Lines 
GENERAL 
Ace Fiction Grp. 5.9 1,316 8.7 1,955 
yr an Magazine 58.2 24,464 71.0 29,805 
American Forests. 11.5 4,830 9.0 3,780 
American Home... 86.6 54,748 94.1 59,450 
American Legion. . 19.3 8,092 21.7 9,155 
|} American Mercury 3.7 672 4.3 777 
| Atlantic Monthly... 23.6 9,923 28.0 11,760 
| Better Homes & 
ee 174.2 110,116 132.0 83,446 
38.3 16,413 34.1 14,629 
co are 4.9 3,309 4.9 3,343 
| Cosmopolitan 69.7 29,833 85.3 36,607 
Dell Men's Grp. 16.6 7,116 16.0 6,884 
|Dun’s Review 63.3 26,578 51.1 21,462 
|Rbony 28.3 19,210 13.3 9,010 
a8 9.7 4,166 9.3 4,025 
| Esquire (Natl.)..... 97.7 65,674 137.4 92,344 
Extension ........ 20.1 13,815 18.4 12,684 
124.8 78,842 165.5 104,596 
| Grade Teacher, The 34.9 15,378 33.6 14,819 
| Harper’s Magazine 26.1 6,223 36.2 8,616 
74.0 50,344 67.8 46,113 
House Beautiful .. 153.5 97,012 165.2 104,396 
House & Garden.. 121.5 76,790 114.5 72,390 
Improvement Era, 18.3 7,864 19.3 8,283 
| Instructor ....... 39.7 27,140 27.7 18,927 
Macfadden Men's 
| ree 13.7 », 441 18.3 6,592 
Mechanix Iliustrated 75.5 16,912 80.6 18,055 
Motor Boating 109.6 64,435 110.1 64,741 
| Natl. Geographic. 46.5 11,018 48.8 11,554 
Nation's Business. . 48.9 20,959 45.2 19,38] 
Nature Magazine.. 2.9 1,234 4.0 1,688 
we 24.2 16,462 34.3 23,290 
Popular Mechanics’ 181.5 40,656 169.3 37,912 
Popular Publications 7.4 1,703 9.8 2,202 
Popular Science 155.9 34,916 137.5 30,800 
| Promenade ....... 33.9 14,527 55.4 23,753 
30.5 3,081 49.8 21,369 
21.2 9,082 17.4 7,469 
Street & Smith All 
Fiction Grp. .... 3.5 651 3.5 651 
95.8 40,293 81.0 34,092 
Thrilling Fiction 
18.8 4,200 16.5 3,696 
Town & Country.. 83.5 56,126 146.7 98,560 
43.8 18,623 66.8 27,361 
111.2 65,386 116.8 68,678 
Total Group .... 2,446.9 1,201,646 2,594.6 1,287,302 
WOMEN 
> 150.0 64,350 185.2 79,436 
Family Circle 
26.2 11,233 27.7 11,890 
*Average All 
Editions ..... 41.9 17,975 3.1 18,504 
125.0 53,616 168.0 72,072 
Good Housekeeping 182.1 78,134 180.0 77,218 
Harper's Bazaar 138.7 87,689 207.1 131,514 
28.4 19,870 21.0 14,744 
| bHousehold ...... 45.8 19,642 26.4 17,976 
| Junior Bazaar 50.2 31,709 94.7 59,820 
Ladies’ Home 
175.8 119,574 176.6 120,085 
Mademoise % 203.5 87,301 247.0 105,963 
105.5 71,747 98.5 66,969 
Modern Romances 
40.6 17,438 43.7 18,736 
| Modern Screen 
| 40.1 17,211 91.6 22,141 
Motion Picture (F) 40.2 17,242 55.3 23,617 
Movieland ....... 27.5 11,804 33.8 14,520 
Movie 26.5 11,388 33.4 14,356 
| Movie Show ...... 22.6 9,688 30.6 13,139 
| Movie Stars Parade 26.5 11,388 33.5 14,391 
Movie Story (F).. 40.3 17,304 52.8 22,653 
26.5 11,388 33.5 14,398 
Parents’ (N. Y. 
Metro. Ed.) ... 100.7 43,190 114.5 48,218 
Parents’ (Nat’l) 88.5 37,96 104.4 44,772 
| Personal Romances 31.2 13,392 28.9 12,413 
Photoplay (Mac).. 51.9 22,258 74.0 31,759 
Radio Mirror (Mac) 29.9 12,841 41.8 17,950 
teal Romance ... 24.0 10,379 26.0 11,097 
|*Real Story ...... 24.0 10,379 26.0 11,097 
| Screen 27.5 11,804 33.8 14,520 
cScreenland ...... 20.7 8,900 28.3 12,140 
Screen Romances.. 37.0 15,876 44.0 18,887 
| cSilver Screen 20.5 8,800 28.5 12,212 
Today’s Woman 35.9 15,390 23.8 10,229 
True Confessions 
51.7 22.186 56.7 24,344 
True Experience 
ee 32.8 14,064 44.1 18,917 
True Love & Ro- 
mance (Mac) 34.4 14,764 42.8 18,369 
| True Romance 
| | 38.5 6,533 47.9 26,536 
ha, 8. + 82.3 35,318 83.9 35,978 
| Vogue (2 issues)... 202.6 128,022 290.3 183,491 
| Woman's Day 
54.1 23,197 45.6 19,554 
*Average All 
Baitions ..... 56.4 24,196 48.3 20,700 
| Woman's Home 
Companion ..... 88.1 59,905 84.8 664 
Total Group .... 2,572.6 1,283,704 3,040.8 1,527,166 


——1948-—__ 


m——1947— - 


tNew York Times 


Pages Lines Pages Lines 
OUTDOOR 
American Rifleman 57.4 24,640 48.6 20,852 
Field & Stream... 98.9 42,423 112.5 48,242 
Fur-Fish-Game 27.6 11,827 24.8 10,638 
Hunting & Fishing 40.8 17,544 36.0 15,460 
Outdoor Life ..... 87.3 37,458 105.4 45,217 
0 29.5 12,640 32.4 13,912 
Sports Afield ..... 92.6 39,736 102.3 43,892 
Total Group .... 434.1 186,268 462.0 198,213 
YOUTH 
The American Girl 16.8 7,240 16.7 7,177 
Calling All Girls.. 22.8 9,765 30.1 12,894 
2.4 1,051 4.3 1,859 
Geen Hoae@ ....... 17.6 7,553 16.0 6,855 
Seventeen ........ 101.1 68,751 125.6 85,395 
Total Group .... 183.3 109,758 217.0 130,678 
COMICS MAGAZINES 
dCalling All Boys. 0.7 285 0.9 334 
Famous Funnies.. 3.0 1,161 3.0 1,161 
Fawcett Comics 
« 5.5 2,079 5.0 1,890 
e*Harvey Comics.. 5.0 1,990 1.5 567 
National Comics 
12. 4,536 11.0 4,158 
*Polly Pigtails 4.2 
Thrilling Comics 
ae 4.0 1,512 1.5 567 
tdTrue Comics 5.9 2,398 4.7 1,738 
Total Group .... 31.1 11,971 25.2 9,848 
WEEK LIES—MARCH 
tAmerican Weekly 74.5 74,492 88.0 87,981 
Business Week 318.7 133,839 345.2 144,983 
Christian Advocate 21.4 8,972 16.9 7,104 
196.5 133,557 240.8 163,733 
78.0 33,458 114.2 49,005 
UU. See 38.3 16,451 36.5 15,67 
Ee 24.5 25,730 31.6 33,169 
wet 21.2 9,109 78.6 33,718 
408.5 277,794 390.6 265,597 
Newsweek ....... 251.3 105,534 280.7 117,88 


Magazine ...... 149.6 127,168 201.1 170,922 
New Yorker ...... 269.4 115,567 $45.5 148,216 
Pathfinder ........ 37.0 885 32.4 13,888 
28.3 24,013 27.6 23,457 
tSaturday Evening 

$03.1 274,110 441.9 300,485 
tSaturday Review of 

Literature ...... 46.4 19,904 49.6 21,278 
tScholastic ....... 25.3 10,627 25.0 10,513 
fSporting News . 23.8 25,492 19.7 21,059 
tThis Week Maga- 

56.8 48,244 68.7 58,366 
366.3 153,853 350.4 147,180 
U. S. News-World 

107.0 44,919 139.0 58,371 

Total Group .... 3,071.6 1,764,956 3,403.2 1,946,43s 

*Not included in totals. 

aSmaller page size. First issue June 1947. 

bSmaller page size. 

eScreenland and Silver Screen sold as unit in 1947. 

dLarger page size. 

eMarch-April issues combined. 

+April-May issues combined. 

tFour issues 1948; five issues 1947. 

{Three issues 1948; two issues 1947. 

fFive issues 1948; four issues 1947. 

**One issue 1948; three issues 1947. - 
CANADIAN 
Canadian Home 

0 62.5 42,478 61.2 41,644 
Canadian Homes & 

67.0 45,024 58.2 39,089 
Chatelaime ....... 55.8 37,960 56.2 38,248 
a* New Liberty .. 18.6 7,980 38.1 16,352 
Maclean’s (2 issues) 81.1 55,169 79.7 54,177 
88.9 59,757 78.3 §2,5''9 
National Home 

29.9 20,306 39.3 26,754 
Revue Moderne, La 40.4 27,444 24.7 16,80 
Revue Populaire, 

38.0 26,588 42.0 29,3 
*Samedi, Le ..:... 41.2 28,983 34.4 24,0*% 

Total Group 423.4 351,689 512.1 $39,157 

*March linage. 

aOne issue 1948; five issues 1947. 

*Canadian National Weekend Newspapers 

(Rotogravure Linage) 
41.3 41,335 41.9 41,8 
39.0 39,012 47.9 47,9 
Montreal Standard 44.7 44,754 39.2 39,2 
Star Weekly ..... 57.7 54,838 86.4 82,! 

Total Group .... 182.7 179,939 215.4 211,1 


*March linage. Four 


weeks 1948; five weeks 1947. 
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130,678 


334 
1,161 


300,485 


21,278 
10,513 
21,059 


58,366 
147,180 


present case where it is imposed 


Buck: Hits Drug 
Firms ‘Over-All 
Cost’ Practices 


PatmM Beacu—J. Mahlon Buck, 
president of Smith, Kline & French | 
Laboratories, Philadelphia, told | 
600 members of the National 
Wholesale Druggists’ Association 
here that too many of them and 
drug retailers erroneously “insist 
on applying their over-all cost of | 
doing business to each individual 
item or line handled.” 

Both wholesalers and retailers, 
Mr. Buck declared at the NWDA’s 
mid-year meeting, “complain 


/upon necessities.” 


‘Six Join AFA 


The following companies have 
joined the Advertising Federation 
of America, New York: Ohio 
State Journal, Columbus, O.; 
KSEL, Lubbock, Tex.; Morris 
Timbes Advertising, Mobile, Ala.; 
WLW Promotions, Inc., Dayton; 
American Restaurant, Chicago, | 
and Carl Reimers Company, New 
York. 


Wire, Not Transcription | 

Radio America, new national | 
network to start operating next) 
summer, is not a “transcription 
network,” as AA erroneously re- 
ported April 12. Its stations will 
rather carry “live” programs by) 
leased wires. 


Names Chillingworth 


N. R. Chillingworth has been 
appointed director of sales pro- 
motion of the National Mine Serv- 
ice Company, Beckley, W. Va. Mr. 
Chillingworth, who for many 
years has handled advertising and 
sales promotion of mining com- 
panies, will direct and coordinate 
advertising and promotion for the 
firm’s divisions in Kentucky, West 
Virginia and Pennsylvania. 


‘Esso Dealer Care Push 


Embraces 18 States 


Esso Standard Oil Company, 
New York, will run ads empha- 
sizing the importance of Esso 
dealer care in the spring in news- 
papers in the northern half of the 
Esso marketing territory during 
April and May. 

As the campaign gets under way 


it will be carried in 800 newspa- 
pers in 18 states from Maine to 
Louisiana and the District of Co- 


outdoor posters and 


direct mail, 
radio support to benefit Esso deal- 
ers at the spring oil-change sea- 


son. The agency is McCann- 


Erickson, New York. 


lumbia. The newspaper ads are 
part of a coordinated program of 


FROM IDEASTO 
<FINISHED PRODUCTS 


Convention exhibits and trade show 
_ displays designed, produced and installed. 


BETTER SIGNS FOR BETTER BUSINESS 
OVER 30 YEARS OF QUALITY MERCHANDISING SERVICE 


Signs, Displays — still or motion, Posters, Show Cards, 
Sales presentations 


AMERICAN DISPLAY STUDIOS 


359 W. HUBBARD ST., - = = - = CHICAGO, ILL. 


about manufacturers’ discounts 
without regard to the investment, 
rate of turnover, amount of risk 
involved, amount of personal sell- 
ing required or the financial re- | 
turn already being earned on the 
investment in that particular item | 
or line.” | 

He also urged that drug manu- | 


facturers be aware of the dangers | 


of direct selling. They should not | 
think they are saving substantial | 
parts of wholesalers’ discounts in| 
selling direct when they actually | 
are merely absorbing the whole- | 
salers’ costs of performing the dis- | 
tributive function, Mr. Buck | 


pointed out. | 
Hits ‘Luxury’ Tax 


Paul Douglas, vice-president of | 
Bourjois, Inc., and president of | 
the Toilet Goods Association, ob- | 
served that sales of non-taxable 
cosmetic and toiletry items last | 
year increased while sales of items | 
taking the “so-called 20% luxury | 
tax” declined. Total toiletry sales, | 
excluding soaps, totaled $682,- 
000,000. 

“The largest part of tax collec- 
tions came from sales of commod- 
ity products such as deodorants, 
taleums, baby oils, face powder, 
lipstick, cleansing creams, etc.— 
essentials of every day good 
grooming that is an accepted part 
of our American standard of liv- 
ing,” Mr. Douglas said. “We 
recognize the needs of our gov- 
ernment, but let us also remember 
that revenue should be raised with 
equity and that no industry should 
be singled out for the imposition 
of a crushing, highly discrimina- 
tory tax, particularly as in the 


KLX, Oakland, California independent, is the only Pacific 

4 / Coast radio station to win top national promotion honors 
was given to KLX for developing and merchandising a 
hourly “Person-to-Person” news. 


this year in the C.C.N.Y. awards. KLX received the award 
for the best all-over radio station promotion among all 


1,000 watt radio stations in the United States. 


KLX is the only radio station in the United States to win 
two top national promotion awards in its class, for the 
best individual program promotion, and the best all-over 
Promotion. The best individual program promotion award 


ST. PETERSBURG 


KLX won because KLX promotes and promotes and promotes—to get more 
people to tune in every day to KLX—for the benefit of KLX advertisers. 


As a result, the Hooper cost per thousand listeners on KLX is by far the lowest in 
Oakland — and Oakland is a billion-dollar market, with a 70% population increase 
since 1940, and a 146% increase in effective buying power. 


TAMPA - ST. 


Metropolitan Market | 
... and with 


The Evening 
Independent 


The Sunshine Newspaper 


KLX has 14 special promotion and merchandising services that give your clients 
real help in this overflowing billion-dollar Oakland market. Wire or write airmail 
today to KLX, Tribune Tower, Oakland 4, California. 


Prize - Winning Sates Promotion 
‘What Pays be for eduertisera! 


Your Message 


GOESHOME 


STAYS HOME 


Represented Nationally by 


JELISSER, INC. 


New York Philadelphia 
Cl cago Atlanta 


TRIBUNE TOWER, OAKLAND 4, CALIFORNIA 
4. R. KNOWLAND, Jr., Pres. GLENN SHAW, Gen. Manager 
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Judson: Well, what I had in mind was the way we can 
publicize it as a display to the dealers. Boy, will they 
stock up! | 
Chairman: But, Judson, we want to do more than just 
stock dealers. What we want to do is send customers 
into their stores... build up a steady stream of customers 
for them... build up a dependable demand! 

You can’t do that with a tricky thing like this. You 
need consistent advertising. 
Judson: But we can’t afford con- 
sistent advertising. It would swallow 
our budget in two months. 
Chairman: You must be thinking 


of the big 4 or 5 million circulation 


books. What about that group of 


It looks hot, Judson, but 


where does the public come in? 


1,800,000 families we can reach with REDBOOK? 
They're young enough to be forming their buying habits 
... the majority of them are 35 or under. They have 
SIX BILLION DOLLARS to spend after paying taxes. 

When you figure that you can have a full page ad in 
REDBOOK, every other issue for $22,050, isn’t that con- 
sistent advertising with a capital “C”? Why don’t we do 
a good job on 1,800,000 families? That’s better than any 
publicity flash you can think of! 

Let’s go home and send an order to REDBOOK. 


444 Madison Avenue, New York 22, N. Y. 
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PHOTOGRAPHIC 
REVIEW 


GOOD RELATIONS—Fairfax M. Cone (left), chairman of the executive commit- 
tee of Foote, Cone & Belding, and Bernard C. Duffy, president of Batten, Barton, 
Durstine & Osborn—the advertising agencies which, respectively, have just lost 
and won the $10,000,000 Lucky Strike cigaret account—both addressed the 
“area of relations” session of the Four A's meeting at Virginia Beach. 


CLINIC-HUDDLE—Guy Gannett, president of the Gannett Publishing Co., 

and owner of WGAN, Portland, Me.; Herbert V. Akerberg, CBS vice-president, 

and Lawrence Stubbs, general manager of the Gannett newspapers, talk things 
over during Columbia's recent television clinic in New York. 


AIMS AND CLEIMS MAY BE 
CONFUSING BUT IF TOU WaNnr 
4&4 GOOD MIGHT'S SLEEP... 


MATTAIS® 


BRAND WEIN im"! selling mirockes.. . superiqn mattress! tut if 
every aight cunds like o mirarte to what te 
"motives offers. Vito-Leten* sathioning odded to uttio 
in an exceptionally buoyart mottres ... fine covering. ore built bu den, 
ond top-tight materih are Grenade frcture:. 

For better sleep every night ...get Gronodo! 


Granade tenerspring Metres... ox Sprig 
patter ane wore: 


BRANDWEIN & CO-CHICAGS 


FOR MAY MAGAZINES—A. Brandwein & Co., Chicago, which formerly pro- 

c.uced only private brand merchandise and did little or no advertising, has 

ssneduled this full-color ad for its Granada mattress in May issues of Better 
Homes & Gardens, Bride's Magazine and House Beeutiful. 


NEW KNIFE—Lewis D. Bement (left), 
secretary of the newly formed Asso- 
ciated Cutlery Industries of America, is 
showing William M. Dugdale of Van 
Sant, Dugdale & Co., Baltimore, some 
of the features of a new pocket knife 
at the cutlery show and cocktail party 
held in New York. 


TOO MANY CHEFS ?—Genera! Foods is making sure their salesmen know 

their stuff about using the products they sell, by sending them to cooking 

school. The fellow on the left whose tapioca pudding has evidently not passed 

muster is GF's institutional sales manager, Clark Kizzia, and the others (left 

to right) are Mildred Hearn, assistant manager of institutional food service, 

consumer service department; Charlie Kolb, eastern regional sales manager 
and Wes Parker, GF genera! sales manager. 


PANEL—Here are four editors who will speak at the annual magazine forum of the National Association of Magazine Pub- 
lishers at the Waldorf-Astoria April 27-28. Left to right: Julien Elfenbein, Haire Publications; Arch Crawford, NAMP; Ray- 


mond Moley, Newsweek; 


Edwin Balmer, Redbook; 


Marvin Pierce, McCall's; John W. McPherrin, American Druggist and general chairman of the forum; 
Arthur Moore, Hearst, and Herbert Mayes, Good Housekeeping. Messrs. Elfenbein, Moley, Mayes 


and Balmer will be on the editorial panel, along with Walter Davenport, Collier's, and Wheeler McMillen, Farm Journal, 


ARD 


ASK THE MAN. WHO OWNS ONE 


PACK 


PACKARD FLOATS IN—The first postwar outdoor poster campaign for Packard Motor Car Co., Detroit, will get under way 
with this design—"Out of This World"—on 6,014 boards in 832 communities across the country. Miniatures of the poster, which 
will be displayed in dealer showrooms and service departments, will bear the local dealer imprint wherever possible. 


CROSLEY SEXTET—Among the most interested persons at the New York showing of the 1948 Shelvador refrigerators were 
these executives of the Crosley division of Avco Mfg. Corp. Left to right: S. D. Mahan, director of advertising; C. W. Kirby, 
domestic sales manager; Raymond C. Cosgrove, vice-president of Avco and general manager of Crosley; N. C. Macdonald, 
general sales manager; Bert Cole, vice-president of Crosley Distributing Corp., and Ellis L. Redden, director of sales promo- 


tion and training. 
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Hooper, Nielsen 
Tell ANA of New 


Radio Services 


Both Extend Their 
Measurement Work 
into New Areas 


Cuicaco—C. E. Hooper and 
A. C. Nielsen, whose lack of agree- 
ment on how and what to measure 
in radio listening have occasioned 
some acid exchanges in the past, 
appeared one after the other on 
the radio session of the Associa- 
tion of National Advertisers’ 
spring meeting here Tuesday. 

Each presented a barrage of 
slides and charts to prove that his 
methods make the most sense, but 
the session was extremely polite, 
and the only fireworks generated 
were those which popped up in- 
side listeners’ heads after a solid 
hour and a quarter of charts, sta- 


tistics and explanation of statis- 


tical methods. 

Mr. Hooper explained how the 
new “U. S. Hooperatings,” which 
he says will provide a completely 
valid basis for nationally pro- 


jectible ratings to give total home| 


coverage for individual programs, 
are set up, and revealed that the 
first issue of these new ratings 
will be released April 30. 


Correlates Data 


The new figures will be issued 
three times a year, and are de- 
veloped through the correlation of 
data developed for network pro- 
grams by the existing coincidental- 
telephone - call Hooperatings on 
network shows, city Hooperatings 
which cover individual cities and 


areas intensely, and a diary listen- | 


ing service. 
U. S. Hooperatings will contain 


data on each sponsored network | 


program broadcast in 100 or more 


cities on the four major networks | 


and in at least four of the five 
Hooper geographic areas. 
Zive, in addition to the name of 
the program and its sponsor, the 
time period when heard, the net- 
work and number of stations used, 
and the percentage of radio homes 
listening to the program for city, 
town and rural areas, and for the 
entire United States. It will also 


contain an actual figure projected | 
to show the number of listening | 


homes reached by the program. 
As an example, Mr. Hooper 
cited one mythical program which 
had a city Hooperating of 12.5, 
a town rating of 12.6 and a rural 


rating of 15.5. This adds up to| 


a U. S. average of 13.0, which, 
projected against radio home fig- 
ures, gives 4,419,000 as the num- 
ber of homes reached by the pro- 
gram. 


Cost Is Moderate 


Most of the cost of the new 
project is being underwritten be- 
cause existing Hooper services 
supply the necessary information, 
Mr. Hooper said, with the result 
that only about $200,000 in new 
income is needed to finance three 
reports annually. 

A detailed 20-page booklet, 
“Highlights of U. S. Hooperatings 
—an Outline of Method, Scope 
and Objectives,” was prepared for 
distribution at the meeting by the 
Hooper organization. It discusses 
method, costs, content, etc., in 
great detail, and also devotes sev- 
eral pages to a reappraisal of the 
telephone home sample and re- 
affirmation of Mr. Hooper's faith 
in this method. 

Mr. Nielsen, on his part, an- 
nounced 11 new developments in 
his service, as follows: 

1. A new mailable tape Audi- 
meter, which contains the record- 
ing tape in a sealed container 


It will | 


which can easily be put in the 
mail, thus providing faster de- 
livery of reports. The tape can 
also be mailed to Audimeter fam- 
ilies, who are encouraged to put 
it into position promptly upon re- 
ceipt because the tape carries two 
25-cent pieces which are auto- 
matically released when the tape 
is put into its appointed slot. 


Adds Pacific Service 


2. Full national coverage, re- 
placing the 63% coverage which 
has previously marked Audimeter 
service. 

3. Pacific network service, 
starting this month, to provide 
complete measurement of the area 
|covered by Don Lee Network, Co- 
lumbia Pacific network, and simi- 
lar Pacific services. 

4. Ratings for every week (48 
' weeks a year). Ratings have here- 
|tofore covered every-other-week 
/period. Now ratings for each of 
‘four weeks every month will be 
|available at “perhaps 10% more.” 

5. Expanded product reports, 

based on an expanded personal 
audit of goods in the home, in- 
cluding an audit by size of pack- 
| age. 
/ence, cumulative commercial audi- 
lence, etc., based exclusively on 
‘listeners to commercials. This is 
|made possible by the minute-by- 
minute Audimeter records. 

7. Audience measurement fig- 
ures for spot announcements, 
covering a wide range of data. 


Extend Other Services 


8. Figures on homes reached 
/per dollar of combined time and 
|talent expenditures. 
| 9. “Commercial pressure” 
measurements, providing a com- 
|bined analysis of all programs 
|used, with separate data for each 
|product. This is designed for radio 
|advertisers airing more than one 
| show and promoting more than 
one product on a single show. 

10. Amplified data on “audi- 
‘ence quality,” based on correlat- 
ing listening data with buying 
habits as revealed by merchan- 
dise inventories in the home. 

11. Magazine research. “We are 
getting mighty close,” he said, to 
providing continuous magazine 
service, presumably referring to 
checking magazines in Audimeter 
homes and again correlating pres- 
ence or absence of magazines with 
listening habits and purchases. 


| 


Checks Performers’ Appeal 
Hugh Feltis, president of Broad- 


cast Measurement Bureau, re- 
viewed the activities of BMB at 
the session, and revealed that 


there are now more than 600 sta- 
tion subscribers to study 
planned for 1949 release, with the 
goal set at 1,000 by year’s end. 
BMB has just enlarged its staff to 
embrace a subscribers’ service de- 
partment, he said. 

At the Monday afternoon ses- 
sion Samuel H. Northcross, vice- 
president of Audience Research, 
Inc., explained how his organiza- 
tion measures the 
quotient” of radio performers and 
the types of audience to which 
they appeal most. 


The technique, developed by Dr. | 


George Gallup (who appeared on 


the same session to tell about his} 


recently developed “impact 
method” of measuring printed ad- 
vertising), Was originally de- 
veloped for use by the motion pic- 
ture industry. 


135 Names Checked 


The sample used, Mr. Northcruss 
said, consists of 3,000 personal in- 
terviews and “is actually a Gallup 
poll cross-section adjusted for 
radio ownership by states. The 
audit covers 135 names (of radio 
personalities). Three reports are 
issued annually. Interviewing is 
conducted in December, April and 
late August. We expect to de- 
velop a lot of valuable informa- 
tion about summer replacements 


6. Reports on commercial audi- | 


“enthusiasm | 


in our August study.” 

“We are trying,” he said, “to 
evaluate the newcomers, the mid- 
dle rating groups. . We try to 
discover who will be the Jack 
Bennys, Bob Hopes and Fred 
Allens of the next generation. At 
the same time, we try to antici- 
pate the loss of popularity of old- 
timers.” 


Connolly Merchandises Shows 


In an off-the-record talk on 
Monday, H. S. Thompson, adver- 
tising manager, Miles Labora- 
tories, discussed the effect of 
length of commercials on sales. 
On Tuesday morning William C. 
Connolly, advertising manager, 
S. C. Johnson & Son, told how his 
company merchandises its radio 
programs to its salesmen and 
dealers as well as to the public. | 

“We are firm believers,” he 
‘said, “in milking our radio pro- 
\grams to the greatest possible de- 
|gree. We use everything in the 
‘book in merchandising our shows. 
We have discovered that timing is 
all-important, and that it’s not too 
important whether our ideas are | 
|mew or old, just so they’re well 
timed and well executed.” 

In the early days of the top- 
‘ranking Fibber McGee & Molly | 
‘show, he said, “we had to take} 
drastic steps to get even our own) 


AFTER MEMBERS—The Association of National Advertisers membership committee, headed by Wesley |. Nunn, Standard 


salesmen to listen to the program. 
But now our problem is at the op- 
posite end of the scale. The show 
is so well known and so well sold 
that we have to keep the pressure 
up in order to get the merchan- 


dising story of the program over | 


to dealers.” 

Mr. Connolly showed a wide 
variety of merchandising devices 
which his company uses in con- 
nection with its radio shows, and 


av Age, April 19, 1948 
also reported that advance copies 
of the next week’s commercials 
are always sent to the entire sales 
organization. 


Tait Appointed A.M. 

Roy E. Tait has been appointed 
advertising manager of New Lib. 
erty, Toronto. Mr. Tait formerly 
was advertising manager of New 
World Illustrated, which has been 
incorporated with New Liberty. 


DISCUSSION AT THE ANA—D. H. Odell, assistant advertising director, Gen- 
eral Motors Corp. (center), makes a point as he talks to E. Geist (left), adver- 


tising manager, 
advertising and 


S. D. Warren Co., Boston, and Hugh W. Hitchcock, director of 
ublic relations, Packard Motor Car Co., at the spring meeting 


of the Association of National Advertisers in Chicago. 


Oil of Indiana (right) meets at lunch in Chicago to plot an onslaught on non-member companies. 


B-M BOXES 'EM—Two Bristol-Myers Co. men, Joe M. Allen (left), vice-president and advertising manager, and Don Frost 


(right), assistant director of advertising, flank attractive foursome at ANA meeting, including (left to right): Marion Morris 


B-M: Rose White, American Central division, Aveo Mfg. Corp.; Mable Matthews, Tampax Corp., and Rae Reed, Borden Co. 


ADVERTISERS LOOK PLEASANT—One of the between-sessions groups at the ANA's spring meeting includes (left to right 
Bob Dowling, advertising manager, Sanforizing division, Cluett, Peabody & Co., New York; Albert Dempewolff, Harriet Ray 


mond and Morris Mines, Celanese Corp. of America, New York; L. H. Browder, advertising manager, Dan River Mills, New 
York: Dean Bacon, advertising manager, Coopers, Inc., and Jack Wyss, Coopers, Inc., Kenosha, Wis. 
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COpies 
mere Word Responses 
EReflect Attitude 
ppointed 8 
Advertising 
of New 


word “advertising” at him? 

In the spring edition of Public 
Opinion Quarterly, James M. Vic- 
ary, New York public opinion and 
market research consultant, sums 
up what happened when he gave 
a free association test to 162 New 
York respondents. 

The score of “advertising” was 
discouraging. 

Lumped with 11 other words 
(bread, Chicago, citizen, Ford, 
hotel, etc.), “advertising” was 
fired at a 162-person sample con- 
sisting of 68% males, 32% females, 
7% with some college, 43% high 
school, 10% with less schooling or 
information not provided. The 
average age was 26. 

Advertising and huckstering are 
close in the public mind: 21 orig- 
inal responses were “huckster,” 
“huckstering,” “The Hucksters,” 
etc. To these might be added, in 
Mr. Vicary’s opinion, eight more 
responses, “crooks,” “fool the peo- 
ple,” “hokum,” “quack,” etc. 


Words ‘Double Exposed’ 


Mr. Vicary’s technique called 
for a double exposure on the 
words, not in the same order, and 
from this he gleaned that adver- 
tising had 57 favorable original 
responses (four persons said “good 


LIRR Starts Local | 
Show Through Lefton 


The Long Island Rail Road, | 
| New York, has appointed Al Paul | 
Lefton Company, New York, to| 
handle its advertising. Beginning 
April 12 the railroad started a 
radio program on WHLI-WHNY, | 
'Hempstead, L. I. 

Entitled “All Aboard,” the pro-| 
gram is heard six times weekly 
from 7-7:30 a.m., featuring na- 
tional and local news, weather re- 
ports, Long Island events for the 
day and recorded music. In addi- 
tion, recorded interviews with 
commuters on _ railroad station 
platforms will be presented. 


French Opens Office 


Miriam Gibson French, formerly 
promotion director of Charm, New 
York, has opened an office, bear- 
ing her name, at 333 E. 53rd St., 
New York, where she will handle 
promotion and publicity for fash- 
ion and cosmetic accounts. 


‘Spring Promotions 


Dorland to McGraw-Hill | 


Ralph E. Dorland Jr., former 
eastern manager of King Publica- 
tions, has joined the sales staff of 
the McGraw-Hill Publishing Com- 
pany in the North Pacific division, 
with headquarters in San Fran- 
cisco. 


Gets Afco Account | 


Afco Products Company, Lex-| 
ington, Mass., distributor of gen-| 
eral merchandise, has placed its | 
advertising with Van Diver &| 
Carlyle, New York. New York 
newspapers and national mage- | 
zines will be used. | 


Libby Glass Maps 


Libby Glass Company of Owens- | 
Illinois Glass Company, Toledo, | 
this spring will promote two new | 
prepackaged sets of glassware—| 
Berry Festival and Jockey Club. | 
Four-color spreads featuring the 


16-piece Berry Festival have been 
scheduled for the May 3 Life, 
timed for Mother’s Day promo- 
tion, and for the June issues of 
House Beautiful and House & 
Garden, tying in with June bride 
gift promotion. 


The company is offering dis- 


tributors and department store 
operators promotion packets tied 
in with the national campaign. In- 
cluded are ad mats for news- 
papers, showing both Berry Fes- 
tival and Jockey Club; scripts for 
local radio advertising, and win- 
dow and counter displays. 


Your SOURCE for complete | 


PREMIUM and CONTEST operation 


Skilled manpower, ample 


to assume the full res onsibility 


details connected wi 


4812 WEST MADISON STREET + CHICAGO 44, ILL. + 


modern methods enable us 
of handling, servicing of all 


Premiums and contests. he 


tite, 


ESTERBROOK 


business,” four said “interesting”’), 
and 156 unfavorable original re- 
sponses (besides. the hucksters | 
connotation, six said “propa-| 
ganda,” six said “false,” five said | 
“stupid,” three each said “boring,” | 
“cheap,” “exaggeration,” one who 
said “by radio terrible,” and one) 
said tersely, ““vomit’’). 

A large number had commercial 
associations (eight said “cigarets,” 
Lucky Strike was mentioned by 
three, LSMFT by two _ more, 
Camels, Macy’s, Coca-Cola and 
Pepsi-Cola by two each); more 
respondents (48) said “radio” 
than said “newspaper” (25) 
and “newspapers” (19) or “maga- 
zine” (18) and “magazines” (15). 


standard 


Three Uses Possible 


Mr. Vicary thinks that some 
practical uses of the method 
which suggest themselves are: 
(1) “Investigation of the con- 
tent of responses to commodities, 
products, brand names, _trade- 
marks and company names. This 
content material is capable of re- 
vealing favorable and _ unfavor- 
able associations which have been 
overlooked previously; 

(2) “Spot checks can be con- 
ducted to determine the shifts 
which occur in content due to pro- 
motional efforts and random 
events. . 

3) “In complicated public re- 
lations problems this technique 
can be used as a comprehensive 
innaissance tool. Hidden rela- 
Uonships are quickly revealed. . .” 
\ir. Vieary, whose office is lo- 

i at 551 5th Ave., was for- 
merly with Crowell-Collier and 
the Gallup organization. 


Gets Umbrella Account 


Muter & Culiner Ltd., Toronto, 
been appointed to direct the 
acvertising of Atlas Umbrella 
Ompany, Toronto manufacturer 
pocket-size, double-rib Lady 
Marina umbrella, and the new 
E-% Lock umbrella. Daily news- 
Pavers will be used, followed by 
Women’s magazines and weekend 
papers, 


Hutton Joins ‘Liberty’ 

, 2onald S. Hutton, formerly with 
he New York Journal-American, 
as been appointed manager of 
tverty in Detroit. 


COMES TO CHICAGO! 


story-telling, humorous 
philosopher of the air waves from Los Angeles, 
California to Ithaca, New York, is now being 
heard in Chicago with his new show, featuring 
live participations, over WGN from 3:30-4:00 PM 


Monday thru Friday. 


A Clear Channel Station... 
Serving the Middle West 


MBS 


Chicago 11 
Illinois 
50,000 Watts 

720 
On Your Dial 


Eartern Sales Office: 220 East 42nd Street, New York 17, N. Y. 
West Coast Representatives: Keenan and Eickelberg 
411 W. Fifth St., Los Angeles 13 235 Montgomery St., San Francisco 4 


710 Lewis Bidg.. 333 SW Oak St., Portiand 4 
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Opens PR Office 


tor of press relations and adver- 
tising of Gordon Industrial Serv- 
ices, Inc., Washington, has opened 
a public relations and publicity | 
office at 451 N. LaCienega Blvd., 
Los Angeles. His office will work 
in conjunction with the Jack 
Mulcahy publicity firm. 


NEED HUMAN-INTEREST RESEARCH? 


Alexander McQueen serves national ad- 
vertisers with keen human-interest stories 
on their products. Popular, interesting, 
true. 

ALEXANDER McQUEEN 
5222 N. Lakewood, Chicago 40, Ii. 
Phone RAV. 9010 


Wamsutta Eyeing 


Henry Arnsten, formerly direc- | 


Quality Market 


with Shirt Line 


Boston—Full-color pages in na- 
tional magazines will launch three 
Wamsutta shirts this month in a 
drive to capture the quality shirt 
field with a completely re-styled 


\line of entries from the famous 
|Wamsutta mills in New Bedford, 
long famous for sheet and pillow 
| Cases. 


The new line makes “a direct 


market.” 
sales manager, put it, 


Jim Fila Studies 


902 SOUTH WABASH AVENUE eo 


CHICAGO 


af INDUSTRIAL 

ADVERTISING 

SALES TRAINING 
EDUCATIONAL 


HARRISON 5823 


bid for the cream of the shirt|Alley & Richards, 
As D. F. Horne, general | | appeal especially to women, who 
“We have | have been made familiar with the | 
Wamsutta name and reputation by 
26 years of 
| advertising.” 
purchase well over 50% 
high quality men’s shirts. 


gin operating on a full commer- | 
'cial basis on April 27. | 


jleft no stone unturned to make | 
|'the new Wamsutta shirt right in 
every detail. 
{it up with a consistent promotion 
|of the same high calibre that has 
‘always 


Goes Commercial 


Advertising Age, April 19, 


1948 


And we are backing 


distinguished Wamsutta 
advertising.” 

Full-color announcement adver- 
tisements in May Holiday and 
May 1 New Yorker will be fol-| 
lowed by a continuing series of | 
full-color insertions, beamed di- | 
rectly at the “rich, upper-income 
group which is the logical market | 
for this quality shirt.” The cam- 
paign, planned and placed by| 
Inc., hopes 


“dominant national 
Women are said to) 
of all | 


KSTP-TV, Minneapolis, will be- | 


Wanted: Current, Up-to-Date 
Market Data for AA Readers 


There is an enormous current demand in the advertising 
field for reliable, up-to-date data on population, retail sales, 
manufacturing, wholesaling, retailing, on buying habits and 
brand preferences. 

Almost without exception, there are no recent government 
figures in this area. And it seems likely that there will be 
no new ones very soon. 

But advertising media, trade associations and other groups 
are estimated to spend well over $5,000,000 collecting such 
market data covering their own fields. Reports of new studies 
appear from time to time in the “Information for Adver- 
tisers” column on the editorial page of ADVERTISING AGE, and 
have proven exceptionally popular with readers. 

Now, ADVERTISING AGE proposes to bring together, in one 
master list, all possible market data issued by advertising 
media, trade associations and others. The data will be de- 
scribed briefly, and classified by type of market or geographic 
area, thus providing a comprehensive index of all available 
market data in all fields. 

All advertising media are invited to submit market studies 
or compilations for inclusion in this master list, to appear in 
the May 24 issue of ApverTISING AGE. To be included in the 
listing, material must deal with market facts (booklets or 
brochures which contain media data only will not be listed), 
and it should clearly indicate whether the material is avail- 
able for distribution to advertisers and agencies, and under 


FOR A NEW HIGH IN RESULTS 


Its Katherine Kerry ou KQW 


Have you something to sell to women in the San Francisco 


Bay Area? Try Katherine Kerry’s potent participating program. 


Journalist, commentator, fashion expert Kerry’s unique, col- 


umnist-like coverage of the woman’s world provides a perfect 


setting for your sales message. Guest-speaking at fashion-shows, 


women’s clubs and other gatherings keeps her in the public eye 


—adds authority to what she says about your product. 


Yes, in this multi-billion dollar market it’s Katherine Kerry 


on KQW for sales in maximum quantity at minimum unit cost. 


Sen Jose, Californie 


1 
i 
_ 7 Sen Francisco Studios 
Palace Hotel 


EXCLUSIVELY 
Delivers the Columbia 14 County 
San Francisco-Oakland Bay Market! 


4 


Represented Nationally by Edward Petry & Co. Inc. 


A NEW tow COST-PER-SALE 


Pacific Agricultural Foundetion, Ltd. 


what conditions. 


Market data material submitted for inclusion in the May 
24 listing should be addressed to Market Data Editor, ApveR- 
TISING AGE, 100 E. Ohio St., Chicago 11, Il. 


‘Three Name McGuinn; 
Two Join PR Firm 

| James J. McGuinn Organiza- 
' tion, Chicago, public relations, has 
been appointed to handle the pub- 
| lie relations and publicity nation- 


|ally of Motorola, Inc., Chicago, 
and of the John R. Thompson and 
|Henrici restaurants. 

| Mrs. Norine Freeman, who has 


had many years of newspaper and | 


public relations experience, has 
joined the firm as vice-president 
in charge of production. Florence 
Owen, formerly with the Chicago 


|City News Bureau, been 
named account supervisor. 
Wesco Appoints 
Salsbury President | 
David M. Salsbury, executive | 


vice-president of the Westing- 


house Electric Supply Company, | 
New York, has been elected presi- | 
dent of the company, succeeding | 
B. W. Clark, who will continue to! 


have responsibility for all sales 
activities of the Westinghouse 
Electric Corporation. Mr. Clark 
|has held the dual posts of presi- 
|dent of Wesco and vice-president 


in charge of sales of the parent 
company. 

Mr. Salsbury joined Wesco in 
1920 and in 1943 was named gen- 
eral manager of the company. 


Farnsworth Quits WABD 


Ken Farnsworth, sales manager 
of WABD, DuMont’s New York 
station, resigned’ effective 
April 16. He plans to accept an 
offer in the television department 
of an agency. 


FOR THE GRAPHIC ARTS 
A MUST 


A size for every 
Sold by 
tationery, Artiet 
Supply and Photo- 
graphic Dealers 
everywhere. 


ine 


UNION RUBBER & ASBESTOS CO. 
TRENTON, J. 


CHICACO 


000 
Foc 


— 60 
re 
as 
dus 
tire 
by 
wn 
. 
fice 
Ab 
C Ol 
but 
Pre 
7 
] 
tele 
you 
ma 
| 
I 
— 
| 
| 
; | 
° | 
j 
0 
q 
S Weiss 
= 
2 
Cc 
>= 
} 
4 
| 
| 
| 
| 
17 W. WASHINGTON BLVD., CHICAGO 7, ILLINOIS - MONROE 


ising 
sales, 
and 


ment 
ll be 


oups 
such 
idies 
ver- 

and 


one 
ising 

de- 
phic 
able 


dies 
rin 

the 
or 
ed), 
rail- 
ider 


May 
JER- 


» parent 


Tesco in 
ied gen- 
any. 


[ABD 


manager 
w York 
effective 
‘cept an 
artment 


Research Company of America 
recently conducted for a magazine 
, survey of 50 of the toppest-top- 
nost executives in American in- 
dustry. The survey was made en- 
tirely by telephone and primarily 
by long distance. Even in cities 
where the research firm has of- 
fices the executives were reached 
by long distance from other cities. 
About 30% of the executives were 
in New York, where Research 
Company has its headquarters, 
but even these were phoned from 
Providence and Chicago. 

The advantages of long distance 
telephone (advt.), it seems, are (1) 
you get your man because (2) it 
makes your call seem important. 


Despite the loss of the $12,000,-. 


000 American Tobacco account, 
Foote, Cone & Belding expects that 


Averageg Per 
Family Inkome 


THE ONLY MEDIA 
GUARANTEEING 
COMPLETE COVERAGE 
OF THE RICH CENTRAL 
TEXAS TERRITORY 


Covering Texas’ Fifth Major Market 


“THE WACO: NEWS- TRIBUNE 


THE WACO TIMES - HERALD 
* Morning Sunday 


Agency Moves 


—with new accounts and ex-| 
pansion of present ones—its bil- 
lings will be more than $47,000,- | 
000, and perhaps even $50,000,000, 
in 1948. In 1947 they were $52,- 


000,000. 


Are advertisers cost-conscious? | 
Gray & Rogers knows they are. 
Some time ago the agency pro- 
duced a little pamphlet called “10 
Ways to Reduce Production Costs 
of Advertising.” News items ap- 
peared about the booklet in sev- 
eral magazines. 
Since that time, more than 2,000 | 
requests have come in, the book-| 
let is in its fourth edition, and) 
G&R is pondering the advisability | 
of a fifth. 
* * 

Kenyon & Eckhardt, which 
_handles advertising for the Chesa- 
_peake & Ohio Railway for Robert 
R. Young, and which had a chance 
to take over the advertising of 
Mr. Young’s Eagle-Lion Films 
from the Monroe Greenthal 
agency, has decided not to tackle 
this movie business. K&E’s Vice- 
President Edwin Cox recently re- 
turned from the West Coast, 
where he looked the Eagle-Lion 
situation over. 


* 


Roy Quinlan’s “Magazine News- 
letter” recently reported that 50% 
of the total dollar volume of maga- 
zine advertising is now in the five 
top magazines, with 74 others pro- 
viding the other 50%. 


Admirers of the uninhibited | 
promotional slugfest are having a| 
gay time reading the blasts and’ 
counter-blasts being issued by | 
Fairchild and Haire. Haire pro-| 

| 
motion on House Furnishing Re- 
view, Home Furnishings Mer- 
chandising and Crockery & Glass 
Journal got in the hair of Fair- 
child’s Retailing, which issued a! 
pretty elaborate booklet called | 
“Come, Come Fellows .. . Who’s | 
Kidding Who?” Now Haire has | 
produced an answering booklet. 
“Haire Facts vs. Fairchild Fal- | 
lacy.” 

Seems as though the two pub- 
lishers don’t see eye to eye on 
statistical interpretation and are} 
‘determined to battle it out in| 
| print. 


Coca-Cola Reports 


$33,021,944 Net Profit 


Coca-Cola Company, Wilming- 
ton, has reported a net profit of 
$33,021,944 for the year ending 
Dec. 31, 1947. 
| Increased earnings are attrib- 
'uted to “augmented sales over- 
'seas and improved availability of 
| Coca-Cola 


in the United States 
following termination of sugar 
rationing in midsummer.” The 


company’s gross profit for 1947 
| was $99,249,438. 


Agency Shifts Officers 
Harry Serwer, president, has 
been elected chairman of the 


board of Harry Serwer, Inc., New 
| York agency. He is succeeded as 
|president by James Serwer, ex- 
|ecutive vice-president. Clinton 
G. Harris has been named vice- 
president in charge of merchan-| 
|dising and copy, and Edward Bit- 
|tan, vice-president in charge of 
-media selection and research. Lee} 
Batlin has been appointed vice-| 
| president and art director. 


John O’Rourke & Associates, ad-| 
!vertising and _ public relations 
firm, has moved to larger offices | 
in the Howard building, 209 Post} 
St., San Francisco. 


WHUM to Join CBS 

WHUM, Reading, Pa., operating | 
with 250 watts on unlimited time, | 
will join CBS as a basic supple-| 


mentary, effective Sept. 1. 


HAYNES LITHOGRAPH CO.- 


surveyed Buyers of Lithography 


throughout the U.S. A. — these 


buyers answered with questions 
involving their pet “peeves” about 
Lithographic “know-how’’— Haynes 
now answers their questions in 
a series of comprehensive color 


brochures—off the presses soon. 


coupon will bring you the answers, 
too—-in Haynes full color series of 
answers to Lithographic “Know-How.” 


Ready for release soon. Make sure 


copies come to your desk. 
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F&S&R Shifts Drummond; 
Gets Dick Account 


Reed Drummond, head of the 
film department.of Fuller & Smith 
& Ross, Cleveland, has been trans- 
ferred to the agency’s Chicago of- 
fice as an account executive. 
Richard F. Reynolds, with the 


INSTRUCTOR 


| pany, 


agency for 11 years, has been 
named to succeed Mr. Drummond 
in the film department. 


A. B. Dick Company, Chicago, | 


manufacturer of mimeograph du- 
plicating equipment, has named 
F&S&R’s Chicago office to handle 
its advertising. Newspapers, 
magazines and trade publications 
will be used. 


American Girl’ Raises 
Circulation and Ad Rates 

The paid circulation guarantee 
of American Girl, New York, has 
jumped from 350,000 to 450,000 
and increased ad rates will go 
into effect with the August, 1948, 
issue. 

Rate for a black-and-white page 
in the monthly will increase from 
$900 to $1,100. All contracts re- 
ceived prior to May 20 will be 
protected at the present rate 
through the December, 1948, issue. 


Names Franklin Fader 


American Abrasive Metals Com- 
Irvington, N. J., has ap- 
pointed Franklin Fader Company, 
Newark, to handle its advertising. 


CITY LIMITS POPULATION 
NOW 78,142 
(A.B.C. Approved) 

(1940 Pop. 51,688) 


RETAIL AREA POPULATION 
NOW OVER 500,000 
(1940 retail pop. 366,250) 


RETAIL AREA BUYING 
INCOME 

NOW OVER $588,075,000 
(1940 Buying Income $265,479,000) 


462 AMARILLO WHOLE- 
SALERS NOW SELL 
$170,000,000 YEARLY 


{1940—16I Wholesalers sold 
$151,476,000) 


NOW! NEW-LARGER ‘'OPPORTUN- 
ITIES FOR ADVERTISERS IN THE 


AMARILLO NEWS-GLOB 


APRIL ADVERTISING LINAGE IN FARM PUBLICATIONS 


Commercial Comme) 
Display Displ: 
Excluding Exclud 
Poultry, Poult 
Livestock Livest« 
Total Advertising and Classified —Total Advert tising- and Class 
——1948——.. ——-1947 1948 1947 1948. ——1947-— 1948 1 
Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines Lines 
FARM MAGAZINES Hoard’s Dairyman.. 50.8 36,982 52.6 38,307 31,001 
é “arme 2.8 39,909 1.9 39,168 38,010 35.285 
Capper's Farmer 60.3 41.001 58.1 39,480 39,124 37,718 r’s 
Country Gentleman.124.6 84,711 103.8 70,558 82,398 68,187 34.5 27,045 35.6 27,902 1! 
Farm Journal 120.3 51,608 89.7 38,465 49,154 35,926 Kansas Farmer 46.4 235,292 43.9 338,353 28 
Progressive Farmer: | Michigan Farmer... 53.2 40,879 52.7 40,469 34.674 
Carolina-Va. ‘ > | Missouri Farmer.. 7.8 6.087 6.3 4,901 4 
92.2 67,131 71.4 51,994 62.607 47,383 Missouri Ruralist 36.4 27,635 39.2 29,817 2 
ta.-Ala.-Fla Montana Farmer 56.4 42,646 561.1 38,632 2h 
Btition 89.8 65,395 70.1 51,044 61,047 46,297 | Nebraska Farmer .. 81.7 61,736 77.3 58,441 47.88 
SORR.-W. Va. New England 
Edition Sea 85.8 62,487 70.1 51,027 58,008 46,404 Homestead ...... 47.4 33,144 52.0 36,428 24,328 26 
tdition 2, 7. 57,375 ,042 Oregon Farmer 52.2 39,425 50.2 37,934 37,526 
Texas Edition - 89.4 65,051 73.4 53,455 59,445 47,624 Guanine Grange 
*In all 5 Editions 75.3 54,829 60.1 43,776 652,139 41,100 Bulletin ..... 17.5 19,040 16.2 17,598 19,040 1 
*Aver. 5 Editions. 88.5 64,416 70.4 51,262 59,696 46,350 | pennsylvania 
Southern Agricul- Farmer ...... 46.2 35,499 53.6 41,137 31,936 36 
turist) .........+- 48.7 34,112 43.6 30,491 30,733 27,223 | Utah Farmer ...... 39.1 29,579 26.7 20,234 27,706 17 
Successful Farming.135.6 61,040 117.0 62,652 652,636 43,656 Wallaces’ Farmer & 
Iowa Homestead. 75.3 58,994 70.8 55,505 53,289 45 
Total Group -- 931.9 594,551 764.2 487,955 552,527 444,460 Washington Farmer 53.3 40,331 49.4 37,358 38,432 33 
Western Farm Life 55.3 43,384 60.2 39,37 27,245 24,5 
MONTHLIES Wisconsin Agricul- 
Agricultural Lead- 58.0 45,402 658.3 45,681 41,756 41,11 
Total Group ...1,153.7 881,592 1,110.6 844,526 761,883 714,06: 
$8.3 16,344 31.2 13,593 15,931 13,275 | Farmer ... 67.2 50,837 67.1 50,718 48,471 46,94) 
Journal: California Farmer: 
: 
Eastern Edition.. 46.4 19,892 51.0 21,897 11,870 11,214 
Central Edition.. 39.6 16,998 40.8 17,507 11,104 10,365 , O19 
Western Edition.. 32.8 14,095 33.7 14.472 9,714 9.985 
*In all 3 Editions 31.5 13,524 31.5 13,511 9,314 9,426 
Better Farming bPrairie Farmer 75.2 64,734 93.2 67,821 44,924 51,459 
‘Total Group ..... 272.1 203,386 335.0 250,226 179,873 207,259 
Breeder's Gazette.. 25.2 11,350 22.8 10,256 8.301 7.522 | Weeklles—March 
California Citro- 10.6 23,559 13. 30,4 4,31 15,055 
Farm and Ranch.. 44.1 30,875 49.1 34,395 26,230 30,072 | Daillee—March | 
$Parmer Stockman. 33.4 24,681 33.3 26,307 23,745 33,199 | Daily Drove, 28.066 30.002 
Florida Grower 27.1 18,431 20.7 14,103 17,751 13,713 Kane Cur D 
*Hoosier Farmer 15.9 7,233 16.2 7,366 6.717 6,887 Trovera 80.7 05.286 28.1 26.900 26.347 41.087 
Kentucky Farmer .. 25.2 19,784 23.6 18,490 15,955 15,056 
Farm 4.783 4.690 4.613 nal Stockman ... 31.5 67,132 38.5 81,834 46,359 54,1 
National Live Stock St. Louis Daily Live 
~gpmi 8.6 6.278 7.7 5.644 5.495 6.338 Stock Reporter .. 19.2 40,940 22.4 47,573 27,268 29,905 
~ 40.9 92,724 Total Group ..... 106.3 226,272 122.9 262,716 138,640 155,98 
Ohio Farm Bureau 
17.1 7,708 14.4 6,502 7,278 6,027 inetudes in totals. 
Poultry Tribune: +tSmaller page size 1948. 
Eastern Edition.. 51.3 22,327 65.1 27,985 13,378 17,766 Bane 
Central Edition.. 42.8 18,364 52.8 22,638 12,570 16,057 
Western Edition.. 38.5 16,511 44.3 19.007 11,909 14,263 Re ane 1948: five issues 1947. 
*In all 3 Editions 35.2 15,111 40.2 17,241 10,926 13,129 
Southern Farmer.. 6.9 5,497 14.9 11,893 4,630 10,643 ee 
Southern Planter... 34.3 24,011 31.7 22,209 26,393 24,556 
Western Dairy CANADIAN 
0 ae 46.2 19,432 61.9 26,033 8,302 8,932 *Canadian Country- 
Western Livestock | PR rererrre 46.3 32,444 44.3 30,997 25,807 24,014 
SOGEREE svescccss 83.6 35,098 78.8 33,096 14,658 15,330 | Country Guide, 
— | Ate 56.1 40,374 60.8 36,586 40,374 26,586 
a Total Group nas 2080 7 444,115 940.8 462,844 346,359 354,386 | a*Family Herald & 
Mon es—Mare | Weekly Star: 
Arkansas Farmer... 10.9 8,255 13.9 10,468 7,261 9,341 Eastern Edition... 94.6 94,627 91.6 91,565 64,412 58,137 
Idaho Granger .... 8.4 9,079 9.8 10,668 9,058 10,619 Western Edition.. 80.0 80,049 80.4 80,358 60,351 57,068 
Nation's Agriculture 9.4 4,219 8.7 3,912 4,219 3,912 | Farm & Ranch 4 
- - 27 19,975 25.2 18,145 18,988 16,90 
Total Group ..... 28.7 21,553 232.4 25,048 20,538 23,872 fame Advocate .’ Sad 
Semi-Monthly—March & Home Magazine 50.2 35,164 47.6 32,991 29,241 26,80 
Agricul- oie | *Farmer’s Magazine 43.6 30,493 44.0 30,823 28,503 27,66 
dN 38. 27,709 37. 27,62 24,288 23,50€ *Free Press Prairie 
California Grange = 143.4 157,726 146.8 161,518 72,222 77,91 
— rapes ons + 31.7 31,290 18.6 20,202 30,856 19,782 | *Western Producer. 67.8 72,564 61.0 65,267 37,377 31,418 
27.9 21,088 Total Group ..... 609.7 563,416 601.1 648,250 377,275 356,57¢ 
Cooperative Digest... 19.0 3,990 23.3 4,886 3,990 4,886 
Dakota Farmer 69.9 53,995 56.2 43,997 51,177 41,160 *March linage. 
Pare, THO . éuosee 73.6 57,728 75.0 58,839 46,875 47,307 | aFive issues 1948; four issues 1947. 


in AA Tabulation 


Farm Publications 
Ad Linage Up 1.7% 


Cuicaco—Farm publication ad- | 
vertising linage in the past month 
was 1.7% greater than in the same 
period last year, according to Ap- 
VERTISING AGE’s monthly computa- 
tion of farm publication linages. 

The publications carried 2,472,- 
167 lines, compared with 2,430,261 
the same month a year ago. AA’s 
preceding computation showed the 
publications a month earlier car- 
ried 2,448,190 lines. 

April farm magazines carried 
594,551 lines, a 21.8% gain over) 
the 487,955 of April, 1947. April | 
monthlies carried 444,115 lines, 
down 4.1% from 462,844 a year) 
earlier. 


March Linage Down | 


Monthlies reporting for March | 
also showed a loss—down 14%, 
from 25,048 a year ago to 21,553 
last month. March semi-month- 
lies carried a total of 881,592 lines, 
up 4.4% from 844,536 a year 
earlier. 

Bi-weeklies reporting for March 
carried 203,386 lines, off 18.7% 
from 250,226 a year ago. March 
weeklies carried 100,698 lines, up 
3.9% from 96,936. March dailies 
carried 226,272 lines, down 13.9% 
from 262,716. 

Canadian farm publications car- 
ried 563,416 lines in the latest | 
period, up 2.8% from 548,250 a 
year ago. 


|of various types of incomes. 
‘aries are going up a bit faster 


BBB Issues Bulletin 
on Contest Ruling 


The National Better Business | 
Bureau, New York, has issued a' 
new service bulletin, devoted to) 
essons for advertisers, in connec- 
tion with the Supreme Court 
ruling affirming a postal fraud 
order against Facts magazine, 
which had advertised a puzzle 
contest. 

The court ruled, among other 
decisions, that while every sen- 
tence in an advertisement may be 
true, yet the over-all effect may 
be such as to create a fraudulent 
impression. 


‘Real Income’ Is $1.03 


Investors Syndicate, Minneapo- | 
lis, in its monthly survey of “real | 
income” reports that the “real in- 
come” index is $1.03. The report | 
indicates evidence of the balancing 
Sal- 


than wages and farm income. In-| 
vestment income also is increas- 
ing slightly faster than the aver- 
age of all income, after months of | 
being behind wages and farm in-| 
come. 


‘Pic’ Names Hoskinson 
James B. Hoskinson, formerly 
on the pramotion staff of Pic, New 
York, a Street & Smith publica- 
tion, has been appointed an ad-| 
vertising salesman for the maga-| 
zine. 


‘Herald Trib’ Ups Thees 


John D. Thees Jr., for the past 
three years in charge of depart- 
ment store advertising for the New 
York Herald Tribune, has been 
appointed retail advertising man- 


ager, succeeding Emerson T. Dye, 
who will concentrate on depart- 
ment store advertising in the same 
department. 


in Savanna 


. . . and in the homes of 
over a million people, in 79 
counties, of the great 
Georgia-Carolina seaboard 


market. 
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‘I'm Fed Up 
With Fuel Shortages 


I’m Moving My Factory 
to Gas Rich, Fuel Rich Louisiana ’ 


Tax 


LOUISIANA DEPARTMENT OF COMMERCE AND INDUSTRY 
Store Capitol Boren Rouge. Lo | 


Reom 23!) 


TOO TOUGH?—Yes, says Minnesota, 

of this ad which ran in eight news- 

papers. It's the simple truth, says 
Louisiana. 


Is Fuel Shortage 
Fit Ad Subject? 
States Wax Hot 


New OrLEANS — Minnesota and | 
Louisiana are apparently just as 
far apart in an advertising sense 
as they are geographically. 

In announcing a new $50,000) 
Minnesota industrial advertising 
campaign (AA, April 5), James 
W. Clark of the Minnesota De-| 
partment of Business Research | 
and Development, said the state’s | 
new campaign would not com-| 
ment unfavorably on other states | 
or areas. He added that Louisi-| 
ana’s campaign is too competitive, | 
and has created “unfavorable | 
comment” in Minnesota. 

But Walker Saussy of Walker | 
Saussy Advertising here, which | 
handles the Louisiana campaign, | 
begs to differ with Mr. Clark. Says | 


Mr. Saussy: 
“The virus that fertilizes the | 
private enterprise system and’ 


makes it grow and which keeps it 
healthy is competition. 


Competitive Appeal 


“Mr. Clark feels that Louisi- 
ana’s recent ad was in poor taste 
because it featured the headline: | 
‘Iam fed up with fuel shortages, 
I am moving my factory to gas 
rich, fuel rich Louisiana.’ 

“Naturally, as the author of the 
ad, I disagree with Mr. Clark. The 
advertisement capitalized on a 
competitive situation. It presented 
a competitive appeal, and this ap- 
peal is backed up with the neces- 
sary factual information that will 
complete many sales of new in- 
dustrial sites within the state of | 
Louisiana. . . 

“There’s no shortage of fuel or 
electric power in Louisiana. Many | 
industries which find themselves | 
short of one of the vital factors 
for continuous low cost produc-. 
tion are now investigating the 
favorable industrial sites of 
Louisiana. Louisiana expects to 


Aluminum Power 
Cruiser Launched 


Tacoma — Pacific Boatbuilding 
Company has launched a campaign 
in regional and national publica- 
tions promoting its new Freedom 


power cruiser. 
A 23-foot all-aluminum run- 
about, the boat comes in three 


models and ranges from $2,200 to 
$2.885 in price. Because the price 


range is lower than those of con- 


ventional cruisers of similar ca- 
pacity and speed, advertising will 
be aimed at families that have not 
previously owned such boats. 
Quarter - page black-and-white 
copy, teaser in nature, broke first 
in Boat Industry, Motor Boating, 
Pacific Motor Boat, Sea and Yacht- 


ing. This was followed this month 
with full-page, full-color ads in 
these magazines, and space will be 
used monthly in the two West 
Coast publications, Pacific Motor 


Boat and Sea, and later in na- 
tional magazines. 
Spencer W. Curtis Company, 


Seattle, handles the account. 


Four A’s Unit Elects 

Cc. L. Greenwood, secretary- 
treasurer of Knox Reeves Adver- 
tising, Inc., Minneapolis, has been 


‘appointed chairman of the Twin 


Cities chapter of the American 
Association of Advertising Agen- 
cies. Bronson West, president, 
Bronson West Advertising, St. 
Paul, was named vice-chairman 
and Bob Pendergast, of Bob Pen- 
dergast Advertising, St. Paul, sec- 
retary. 


‘Names Douglas Agency 

Central Aircraft & Engineering, 
designer and producer of airplane 
interiors, has named Walter 
Douglas Agency, Santa Monica, 
Cal., to handle the promotion of 
its new BuffeTray and other prod- 
ucts. Better Homes & Gardens, 
Sunset and newspaper home 
magazine sections will be used in 
the initial campaigns. 


Again taking orders for 
pre-war quali 
ARTISTS’ RUBBER CEMENT 
ARTEX BRAND 


Gallon $3.50 


Quart $1.35 


PHONE CENTRAL 3373 


for quality 


photo engravings 


Farm FAMILIES have countless 


for the remainder of the country. 


Se 


4 


attract over a billion dollars in| 
new industry in the next ead 


years.” 


‘Clue,’ Mystery Monthly, 
Will Debut This Month 


_ Clue, a new monthly magazine 
devoted to mystery, will go on 
Sale in New York, Chicago and 
other key cities this month. The 
detective theme in radio, televi- 
Slon, movies and the theater will 
be covered in the magazine, pub- 
ished by Clayton Rawson, editor, 
Writer and amateur magician. 
Publication headquarters are in 
Mamaroneck, N. Y. 


Ram Starts Drive 

‘am Lighters, Inc., Newark, 
Maker of the Rama Spin wind- 
Proof lighter, begins a schedule of 
co.or half-pages and quarter-pages 
In black and white in May in 
Collier’s and Look. The agency is 
Cecil & Presbrey, New York. 


uses for electricity, both in the 
home and on the farm. 


Electrified farms are good cus- 
tomers for hundreds of products 
of the manufacturer of electrical 
appliances and equipment. 


Electricity serves 38,771,000 
U. S. farms, according to Elec- 
trical Merchandising’s January 
estimate. 1,477,000 or 39°; of 
these electrified farms are in the 
14 Southern states. During 1947 
alone, the South gained 34°; in 
number of electrified farms, as 
compared to a gain of only 5% 


Farm electrification is only one 
phase of the rural South’s phenom- 
enal growth as a market. Farm 
families of the 14 Southern states 
are breaking records in adopting 
better farming methods, increas- 
ing income and savings and buy- 
ing all types of consumer goods. 


Such progress attracts alert 
sales-minded advertisers. That’s 
why The Progressive Farmer has 
made the greatest advertising lin- 
age gain of any monthly farm 
magazine in the U.S. during the 
last three years. 


ONE MILLION 
SOUTHERN 


FARM FAMILIES 


Advertising Offices: BIRMINGHAM, RALEIGH 


MEMPHIS, DALLAS, 


Pacific Coast: Edward S. Towr 


NEW YORK, CHICAGO 


end Co., San Francisco, Loe Angeles 
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Hushpuppy Signs 
for Martha Deane Show 


Hushpuppy Corporation of 
America, Inc., Swansboro, S. C., 
will begin sponsoring participa- 
tions five days weekly on the 
WOR, New York, Martha Deane 
program. Additional spot an- 
nouncements and possibly news- 
paper and magazine advertising 
will be added to the schedule 
when the product’s newly de- 
signed package appears. 

The company has _ appointed 
John R. Marple & Co., Westfield, 
N. J., national! distributor of 
Thompson’s Fireside Hushpuppy 
mix, deep-fired cornbread. The 
agency is Peter Hilton, Inc., New) 
York. 


Crowell-Collier Sales 
at $60,924,267 Peak 


The net profit of the Crowell-| 
Collier Publishing Company dur- 
ing 1947 was $4,865,686, compared 
with $6,539,099 in 1946. 


At the same time, the sales and| - 


revenue hit a record high of $60,- 
924,267. Of this figure, $30,172,- 
859 was accounted for by maga- 
zines and books, less returns, dis- | 
counts and allowances, and $30,-| 
568,129 by advertising, less com-| 
missions and discounts. 


WMAW to Join ABC 


WMAW, Milwaukee, will af- 
filiate with ABC, effective Aug. 
16. This is a 5,000 watt full-time | 
station. 


| Midwestern 


“AVENUE | 
FOR | 
ADVERTISING" 


Chicago's suddenly ‘'perked-up" advertis- 
ing market demands trained advertising 
personnel immediately. May we advise || 
listing your background with A. D. Castle || 
at your very earliest convenience? im- || 
mediate openings are in the following 


classifications: 

Account Execs Tech. Writers 
Copywriters Revamp Artists 
IHustrators Adv. Mgrs. 
Layout Artists Research 
Production Mgrs. Television 


Trainees in all fields 
AVENUE EMPLOYMENT COUNSELORS 
55 E. Washington St. AND. 1490 


ATTENTION! 


* PHILADELPHIA 
* CLEVELAND 
* DETROIT * DALLAS 
Full time sales representation or bro- 
ker wanted for old established lithog- 
rapher specializing in displays and 


point-of-purchase advertising material. 
All replies strictly confidential. 


Box 7034, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


BUSINESS EDITOR 
& FEATURE WRITER 


Man of proven experience in responsible 
corporate executive positions and strong 
personal reputation in management field 
wants to get back into editorial and pub- || 
lishing work. Presently employed in in- 
ternationally known manufacturing com- 
pany in top-management echelon. Author 
of numerous well received books on man- || 
agement subjects. Can write authorita- 
tively on business and management. 
Present salary in five figures. 


Box 7035, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


NECKTIE EXCHANGE! 


Mail us one-to-six ties you're tired of— 
you'll receive pronto, same number of 
handsomely cleaned different ties we get 
same way — Then you pay postman $1.00. 
TIE EXCHANGE 
10501 S. SPRINGFIELD AVE. 
CHICAGO 43, ILLINOIS 


3500 MOVIE STARS... 


Directors, Producers, etc. NEW ‘Blu 
Book" directory (122 pages) just out, 
gives their names and HOME addresses. 
Here's a BRAND NEW list you can't 


afford to miss. Only $10.50 Postpaid. 
Hurry! (Supply limited) 
E. COX ENTERPRISES 
aol S. Vermont (Rm. 205), 
Los Angeles 5, Calif. 


| experienced 


| resume 


| Established 


| sional 


election. 


| tions: 


RATES: line, minymum charge $3. Cash eth order. — bold face head 


imasimum two lines 


and get tine: body face 
Thursday noon, dave. 


of 


in 


HELP WANTED 


nehes om dis 


} HELP WANTED 


FRED J, MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
Executive—Creative—<Adv. Sales 
Resumes confidentially considered 
N. Wabash, Fra. 0115, 


CHICAGO REPRESENTATIVE to 
sell consumer goods manufacturers 
quantity run counter, window and 
floor displays. Outstanding design, 
unlimited production capacity in all 
media. Unlimited earning possibili- 


ties, Straight commission basis. 
Write: 
Box 9517, ADVERTISING 


100 E. Ohio St., 

ADVERTISING & PUBL 

ALL TYPES OF POSITIONS 
Sales—C reative—Executive 
Consult our H. R. Hazard 


Cc hic ago 11, 


| GHORGE WILLIAMS CO.—Personne! 
209 S. State St.. Har. 2083, C hicage 


“COPY AND IDEA MAN 
Good salary and excellent opp. 
Los Angeles Adv. Agcy. Must have 
creative, promotional retail adv. ex- 
perience—jewelry preferred. Write 
full information and salary expected. 
Box 9535, ADVERTISING AGE 

100 E. Ohio St., ( thicago 11, Il. 


Ady ertising Salesman Wanted 


with 


Publisher of leading business mag- 
azine in food field, located in large 
Midwest city, has opening for cap- 
able, experienced man to work out 
of home office. Write giving full 
particulars, including salary de- 
sired, for confidential interview. 
Box 9539, ADVERTISING AGE 
100 EE. Ohio St., C hicago 11, Ill. 


-erving Both Employer Employee 


Advtg—Sales Prom. Mer. . $8,000 
Assistant Account Exec. $4.200 
Industrial Copywriters ....... $5,000 
Jr. Copy-Engineering Deg . $3,000 


Layout ; 
SHAY AGENCIES 
| 30 W. Washington Central 9800 
trade paper publisher 
opportunity in their 
office for a space man 
had some technical or en- 
background, or who has 
for an engineering mag- 
Please state complete ex- 
perience and salary requirements 
first letter. 
Box 9534, 
100 


REPRESEN NTATIVES WANTED 
CHICAGO REPRESENTATIVE 
Long established aviation 
zine offers excellent opportunity 
man in lucrative mid- 
territory. Write complete 


to: 
Box 9528, AGE 
230 W. 42nd St., New York 18, N. ¥. 


REPRESEN 


has splendid 
New York 
who has 
ginering 
sold space 
azine. 


ADVERTISING 
Ohio St., Chicago 11. 


AGE 
Ill. 


west 


New 
adding 


York City 
trade or profes- 
publication. Commission 

9531, ADVERTISING AGE 
42nd St., New York 18, 


interested 


30x 
330 W. 


| 
| 


maga- | 
to} 
| Sales Manager 


Chicago | 


Salesman now contacting Chicago 
Advertisers to sell patented sales- | 
portfolio-and-sample - sheet - turning 
mechanism. Also wood and plastic 
displays and display stands for 
floor, counter and window. Full or 
part time. Detail experience and 
other lines sold first letter. Unusual, 
exclusive opportunity. 

Box $532, ADVERTISING AGE 

100 E. Ohio St., ¢ Chicago 11, 


POSITIONS W ANTED 


FREE LANCE COPY TEAM 
Experienced all media _ including 
catalog, house organ, direct mail 
and radio. Automotive, food, in- 
dustrial, financial, fashions, cos- 
metics, and home furnishing fields. | 

Box 9535, ADVER TISING AGE } 
100 E. _ Ohio St., Chicago 11, Ill. 


44 Art Director desires position 
with Chicago or L. A. agency, scin- 
tillant and provocative layouts 
visualization, most creative, wide 
scope of nat. accts. age 33, mar- 
ried, college, employed at present. 
Box 9533, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Business Paper Reporter-W riter 
Editor — Solid background. Seeks 
new connection. 

Box $502, ADVERTISING 

330 W. 42nd St., New York 


Y. 
WE HATE TO LOSE HER 

She has proved an unusual gir! Fri- 
| day, handling everything from copy- 
editing to office management. She's 
a college graduate with several 
Master's hours. She’s quite good with | 
details and has a phenomenal ability 


AGE 


for meeting a situation. But she’s | 
leaving our trade publishing house | 
June 5th to return to New York | 
City. We're sponsoring this ad be- 
cause we want to see her get a vo- | 
sition and salary that will chal-| 
lenge her abilities. Interviews from | 
June 5th. | 

Box 9536, ADVERTISING AGE | 


100 E. ‘Ohio St., Chicago 11, I! 


Need New Blood ¢— Young adver: | 
tising and sales promotion execu- 
tive available May Ist. Now Direc- | 
tor of Advertising and Publie Rela- | 
tions for two affiiliated firms, I’m) 
| looking for a manufacturer (Indus- | 
trial or consumer product) with 
| better than $150,000 budget, or an | 
agency needing copy-contact help. | 
Background includes stints as Ad- | 


tor. Write for resume. 
Box 9537, ADVERTISING AGE 
Ohio St., Chicago 11, Tl. 


NTATIVES AVAIL ABL 
office | 


N. Y. | 


vertising Manager, Agency Copywriter, 
Division Manager for Display Manufac- 
turer, Sales Correspondent, Assistant to 
and House Organ Fdi- 


100 EK. 


MISCEL LANEOL s 


CARTOON ADVERTISING 
PLANNED—PREPARED—PLACED 
in newspapers and magazines 


Alvin M. Bantien 


Armada, R. Box 164, Michigan 


NAB Elects 16 


New Directors 
on Mail Ballots 


WASHINGTON—A total of 16 di- 
rectors of the National Associa- 
tion of Broadcasters, representing 
even-numbered NAB districts, 


| large, small and medium stations, 


and two classes of FM stations, 


have been elected as a result of | 


recent mail balloting. 

Nine former directors and six 
new directors comprise the newly 
elected group. In the 16th Dis- 
trict, however, candidates 
were tied, necessitating a run-off 
The tie was between 
Harry W. Witt, KNX, Los Angeles, 


and Calvin J. Smith, KFAC, Los 


Angeles. 
The directors-elect, 
those tied, include: 
Directors-at-large, 


except for 


large sta- 


|tions: Howard Lane, WJJD, Chi- 
/cago, and Paul W. Morency, WTIC, 


Hartford. 


For Medium Stations 
Directors-at-large, medium sta- 
T. A. M. Craven, WOL, 
Washington, and G. Richard 
Shafto, WIS, Columbia, S. C. 

Directors-at-large, small _sta- 
tions: Edward Breen, KVFD,| 
Fort Dodge, Ia., and Clair R. Mc- 
Collough, WGAL, Lancaster, Pa. 
| Directors-at-large, FM stations: 
Class A, Willard D. Egolf, WBCC- 
FM, Bethesda, Md., and Class B, 
Everett L. Dillard, KOZY, Kansas. 
| City, Mo. 

District 2: Michael R. Hanna, 
WHCU, WHCU-FY, Ithaca, N. Y. 
District 4: Campbell Arnoux, 


| 


WTAR-FM, Norfolk, Va. 


WWJ, Detroit. 
District 10: William B. Quar-| 
ton, WMT, Cedar Rapids, Ia. 
District 12: Robert Enoch, 
KTOK, Oklahoma City. 
District 14: Hugh B. Terry, 
KLZ, Denver. 
The directors-elect will take of- | 
fice following the management, 
conference of the NAB conven- | 
tion in Los Angeles, May 17-21. | 


Four Open Office | 
to Produce Video Shows | 


Hopwood, Laufman, Fomund & 
Cross has been formed at 236 N. 
Clark St., Chicago, to produce | 
packaged television shows, live 
and on film, for advertisers. Ber- 
nard Fomund, vice-president of | 
Timely Events, Inc., is director of 
promotion. Heading production | 
is Milt Hopwood, who appears | 
regularly as host on his weekly 
sports show via WBKB in addi- 
tion to his studio and man-on- | 
the-street programs. 

Herbert S. Laufman, who for- 
merly handled promotion for the) 
Chicago Sun-Times, is head of the 
creative department, and William | 
J. Cross, president of Timely | 
Events, is in charge of sales. 


‘Van Deventer to DD&T | 


Francis H. Van Deventer, for) 
| the past 14 years in the space and | 
research department of the J.| 
Walter Thompson Company, New | 


Posters Signs Displays | 
| 
| 


| 
| 


York, has joined Day, Duke & | 
Tarleton, New York, as_ space! 
/buyer on newspapers and out-) 


door, effective May 1. 


‘New Studios for WKBW 


Station WKBW will move into 
new penthouse studios occupying 
ithe entire tenth floor of the Victor 
building, Buffalo, on Sept. 1. The}! 


District 6: H. W. Slavick, WMC, | studios will cover 12,000 square | 


Memphis. 


| District 8: Harry 


|feet of floor space and will cost | 


Bannister, $100,000 to build. 


| 
| 


tisin 


ANA-ERS FROM ALL AROUND—The spring meeting of the Association of 
National Advertisers in Chicago brought together (left to right) O. H. Coelln 
Business Screen, Chicago; W. B. Potter, director of advertising operations, East. 
man Kodak Co., Rochester; D. B. Hobbs, Aluminum Co. of America, Pittsburgh 
Eastman Kodak Co. 


and Kenneth Edwards, 


THE BROWNS HAVE !T—Robert B. Brown, Bristol-Myers, ANA board chairman 

(right) hears a good word from Albert Brown, The Best Foods, ANA treasurer, 

while Paul Ellison, Sylvania Products Co., and A. O. Buckingham, Cluett, Pea- 
body, enjoy a private quip. 


ST. LOUISANS IN CHICAGO—Taking their meal seriously at an ANA session 

are (left to right) Gordon Philpott, vice-president in charge of advertising, 

Ralston Purina Co.; George Ellis of Pet Milk Sales Corp., ard J. P. Miller, vice- 
president of Pet Milk Sales Corp. 


WAITING FOR THE WAITER—Table chatting at an ANA session are (left to 

right) H. D. Everett, Ford Motor Co., Dearborn, Mich.; Edwin L. Morris, vice 

president in charge of advertising, Pabst Sales Co., Chicago; R. E. Davis, Good- 

year Tire & Rubber Co., Akron, and Earl Clasen, advertising manager, flour and 
cereals division, Pillsbury Mills, Minneapolis. 


ANA LUNCHEON SESSION—This table at the ANA's meeting in Chicago in- 
cluded (left to right) David Beard, manager of advertising and public relations 
aluminum division, Reynolds Metals Co., Louisville; Les Moyer, General Electric 
lamp department, Cleveland, and G. R. Schreiner of U. S. Steel Corp., Pittsburgh 
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Newspaper Ad 
Volume Running 


|principal present concern of pro- jing consultations on his news-, 
/motion men. | paper.” 
| “A more wholesome respect for 
Some Comments |the value of promotion should be 
Typical comments included the |instilled by the trade press and 
following, in answer to the above |the policy level of the job should 
| question: |be stressed. In other words, place 
_ “Make the promotion manager promotion managers on a par with 
/more conscious of his own impor-|circulation director and advertis- 
'tance. Promotion belongs in top | ing director, in regard to salary 


High, Poll Shows 
management and only the promo-|and prestige.” 


Promotion Managers ‘tion man can get it there.” Perhaps the feeling of many) 


Mo “Make the promotion manager | was summed up by the promotion 
Ask re Authority |solely responsible to the publisher beserdamne who put it this way: “I 
to Improve Jobs 


top management. Give him the have the title and 4, 
| power to assist in policy making, | but not the status of a department | 

CLEVELAND — Newspaper adver-|let the other department panes jbeed.” 
tising is running ahead of last know he has this standing, and | 


year and will probably reach a charge him with the responsibility 


4 


at the lowest 
Mil-line Rate 


'Appoints Joel Wesley 


ation of 


new high level for 1948, if an- of getting along with the other 


— swers to an informal Apvertisinc department heads and personnel.” 
> Saving Ace poll taken at the meeting of| “Promote the idea that promo- 


the National Newspaper Promo- tion itself is a highly specialized 
tion Association here April 7 can|profession. The full responsibil- 
be accepted as an indication. |ity for good or bad promotions 

Of 36 promotion managers/|should be given to promotion 
polled at random, 55% reported |managers, not to all the execu-| 
national advertising running|tives in the plant.” 


Joel Wesley has joined Public 
Relations Research Service, Inc., 
Pittsburgh, where she will be in 
charge of radio and television 
sales promotion. 


Pensyl Advanced | 
William Pensyl, account execu- | 
tive, has been named copy chief | 


of ANY monthly farm 
publication in the NATION 


ahead of last year, 18% reported 
it about the same, and 27% said 
it was off somewhat. Retail was 
even better, with 67% reporting 
it up, 22% about the same, and 
11% indicating it was down. For 
classified the figures were 61% up, 
17% the same, 22% off. 

Those reporting linage off indi- 
cated, without exception, that it 
was off only slightly, the highest 
figure mentioned being 5%. On 
the other hand, gains for national 
ranged from a low of 5% to a high 
of 35%, and for classified from 
10% to 25%. 


Handle All Promotion 


hairman 
-easurer, 
tt, Pea- 


Guesses as to the result of the 
full year’s operation were in much 
the same vein, with the majority | 
seeing gains for all classifications 
ranging from 10% to 25%. 

All of the promotion men par- 
ticipating in the poll reported 
that they handle editorial, circu- 
lation and advertising promotion | 
in their departments, and all 
agreed such centralized promo- 
tional activities are to be desired, | 
principally because they permit | 
careful coordination of activities 
and make for more effective op- 
erations. 

The majority reported that the 
activities of their departments are 
fairly evenly split between the 
various types of promotional ac- 
tivity, although there were wide | 
deviations. One promotion man- 
ager reported almost 80% of his 
time devoted: to advertising, and | 
nearly 20% to circulation, with | 
only about 2% devoted to edi- 
torial. On the other hand, sev- 
eral reported as much as 50% de- 
voted to editorial promotion, and | 
as little as 10% to advertising. | 
One or two devoted major seg- | 
ments of their time to other ac- | 
livities, such as radio and public 
service, 


session 
ertising, 
br, vice- 


| 


Lines of Authority Drawn , 


A strange situation developed in | 
connection with several questions | 


on internal organization. 
Good though, almost without exception, | 
bur and thuse who answered the question- | 


naire said that their “boss” was) 
the publisher, general manager, | 
president, and the like, about 25% | 
felt that their function and posi- | 
tion in the organizational setup 
wa: not clear and that they had 
“too many bosses.” 

One promotion manager reports 
the head of the editorial 
paitment, although only about 5% 
of \is time is devoted to editorial | 
prc motion. Several report to vice- | 
presidents or others who are 
che ged primarily with advertis- 
ing responsibilities. Almost 90%, | 
10\ ever, reported their lines of 
aul lority going directly to the top. 
Ne ertheless, answers vo the ques- 
uo: “What do you think could 


ago in- 

lations %€ lone to make promotion man- 
Electric ‘8€-s’ work more effective?” made 
sburgh ear that the matter of execu- 


“ve standing and authority is the) 


“The promotion manager should ‘of Ketchum, MacLeod & Grove, | 
have a voice in most policy-mak-' Pittsburgh. 


Fawcett Group now delivers 


ORE BUYING 


THOSE TAX CUTS which Congress has just passed mean more than relief 
for you. They greatly increase the buying power of your best market — the average 
American family. The 3,000,000 women who regularly buy and read the Fawcett 
Women’s Group—average young housewives mostly—now happily find their fam- 
ily incomes raised by well over $300,000,000. 


TO YOU PERSONALLY the tax cut probably will help out with a new 


car, a longer vacation trip, added savings—/uxuries by comparison. 


BUT TO MOST FAMILIES, to those millions of average folks in the mid- 
dle income brackets, the tax cut means more food on the table, new shoes for the 
youngsters, more drugs when needed, more trips to the movies, a new dress for Mom, 
an electric clock or toaster... things which add up to a higher standard of living for 


these typical people. 
REACH MORE OF THEM in the Fawcett Women’s Group—and at the 


lowest rate of any of the major women’s groups. 


TRUE CONFESSIONS 
MOVIE STORY 
MOTION PICTURE 


FAWCETT 
WOMEN’S GROUP 


EDITED FOR WOMEN IN THEIR TWENTIES...THE YEARS OF DECISION 


FAWCETT PUBLICATIONS, INC.,67 WEST 44th ST., NEW YORK 18,N. Y. 


J 
| 
A \ 
gv? PAID CIRCULATION for March, 1948, 1,051,000 
ASS ‘SouthernFarmer 
“Published at MO MERY, ALA | 
Published at MONTGOMERY, 
| 
| 
if 
y 
} 
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Dento Goes to Canada 


Dento false teeth cleanser, man- 
ufactured by F. C. Calvert & Co., 
Manchester, England, is being pro- 
moted for the first time in Canada. 
The promotion will be carried in 
21 daily newspapers across the 
Dominion, plus two weekend pa-| 
pers, for a 13-week campaign. 
W. H. Emmett (Overseas) Ltd.,| 
London, England, and Toronto, is 
the agency. 


Paraffine Names Gear 


E. V. Gear has been appointed | 
assistant advertising manager of| 
the floor coverings division of 
Paraffine Companies, Inc., San 
Francisco, succeeding A. 
Cherry. 


FRE increase reader- 
ship of your ads 
with LIFE-like EYE* 

CATCHER photo 
b: biggest acivertisers 
othing like them any 
where. new subjects 
monthly. Mat or Glossy 
Print plan at low cost 
Write for new FREF 
proofs No. 108. No obliga 
TCHERS 


tions. 
10 E. 38 St., N. Y.C. 14 


Warehousemen’s 
Initial Budget 
Totals $150,000 | 


| 
AtLantic City—The infant 


tional advertising campaign of the | 
Mayflower Warehousemen’s Asso- 
ciation will be expanded during 
the coming year, members of the | 
association were told at their 16th | 
annual convention in the Hotel 
Traymore here. 

Maurice R. Goodwin, Spokane, 
Wash., chairman of the advertis- | 
ing committee, reported that ex-_| 
penditures for the first year will) 
reach $150,000. Advertising ap- | 


| propriations are based on the vol- 


ume of national business done by 
association members in 400 cities, 


but Mr. Goodwin said the pro-| 


|gram will be extended as money 
| becomes available. 

Up till now, Mayflower has 
backed up its local members with 


— in Time and The Saturday jas appointed the Kleppner Com- 


| Evening Post, plus material de- 


|have purchased the C. H. Mac- 


‘signed for newspapers in cities | 


where members operate. Mr. 


|'Goodwin said plans for ads in 


other national magazines and the 
use of other media are in the 
making. 
The program is being handled | 
through the Vergil A. Warren) 
Agency, Spokane. 
“We do not believe that national 
advertising is a substitute for local 
advertising, but rather that it sup- | 
ports you and gives prestige that 
would otherwise be unattainable,” | 
Mr. Goodwin said in urging the 
members to maintain their local 
programs. 


Buys Macdonald Agency | 
R. D. Irving and Fred W. Kirske | 


donald Advertising Agency, San 
Francisco. The new firm will be 
known as Irving & Kirske Adver- 
tising Agency. 


Ephraim to Kleppner 
Ephraim & Co., Newark, N. J., 


pany, New York, to handle ad- 
vertising of its hair preparations. 


Big St. Louis 


that means 


IN 1947 THE STAR-TIMES CARRIED 34.8% OF TOTAL DAILY DISPLAY ADVERTISING IN ST. 


A full grasp of sales opportunities really pays off in 
America's 9th largest market. That market is the com- 
pact St. Louis retail trading zone where over 475,000 | 


families live. In this zone are concentrated more than | 
four-fifths of the 176,000 St. Louis Star-Times evening | 
reading families. Here you have a combination of rich | 
market and intensive coverage teaming up to give low- | 
cost impact that really sells merchandise in St. Louis. 
For best results, it pays to use both hands in big St. Louis. 


Represented Nationally By The George A. 


THE STAR-TIMES 


McDevitt Co. | 


Louis. 


John Bailey, on the advertising staff of Cue, has given a diamon | 


ring to Rita Glamkowski of Brooklyn. . . Merlin Hall Alyeswort), 
first president of NBC, has written a series of articles to appear i 
Collier’s, beginning April 17, entitled, “Men, Mikes and Money.” . 

MBS President Edgar Kobak has been elected president of th. 
Radio Pioneers, succeeding Mark Woods, ABC president. . . 

William Fineshriber, CBS vice-president, Robert Swezey, MBs 
vice-president, Thomas Velotta, ABC vice-president, Fred Bate. 
assistant to the vice-president at NBC, A. D. Willard, vice-presi- 
dent, NAB, and John Hayes, vice-president, WINX, Washington, 
D. C., returned recently from an air trip to France, where, on the 
invitation of the French government, they studied the further inter- 
change of programs between the U. S. and France... . 

Dr. George Willard Freeman, copy-contact executive at Mar- 
schalk & Pratt, New York, has returned to the agency after a six- 
month leave of absence, during which time he served as assistant 
professor of business 
administration at Rol- 
lins College, Fla. . . 
Bob Davis, radio and 
television director of 
Carl Byoir & Asso- 
ciates, has bought two 
licenses — marriage 
and fishing. Bob will 
marry ‘Virginia To- 
dahl, New York de- 
signer, on June 25 
and will do some bass 
fishing on his honey- 
moon-vacation. . . 

Nelson W. Sieber 
of Automotive Indus- 
tries is chairman of 
the spring outing 
which the Eastern 
Industrial Advertisers 
Association, Philadel- 
phia chapter of NIAA, 
is holding at the 
Merion Golf Club, 
May 21. Entertain- 
ment theme of the 
outing is “Calcutta,” 
a game of guessing in 
which participants 
vie for prizes for guessing the number of baldheaded men who 
will attend. . . 

Members of the New York Art Directors Club put on an exhibi- 
tion consisting solely of the works of their children, several weeks 
ago, and the following tots were awarded first prizes: Sandra Orr, 
daughter of Garrett Orr, art director of Outdoor Advertising; Eliza- 
beth Olson, daughter of Lawrence Olson, free-lance art director; 
Wayne Wallace, whose father, Joseph Wallace, is an art director at 
Kenyon & Eckhardt, and Guy Moss, whose father, Tobias Moss, is 
a consulting art director. . . 

Add Robert B. Bishop, pres. of Bishop Publishing Co., Chicago, to 
the list of fliers of their own planes. In the past year he’s covered 
40 states and Canada in his Navion, and has made more calls than 
in any two previous years. . Roger Ferger, publisher of the 
Cincinnati Enquirer, has been reelected to serve a third term as 
pres. of the Cincinnati Museum of Natural History. . . 

Harry Berkowitz, circulation supervisor, and Howard Palmer, 
local ad mgr. of the Hartford Courant, are marking their 42nd and 
25th years, respectively, with the newspaper. . . William R. Day, 
news and special events dir. of Station KOA, Denver, is teaching 
(for the second year) the “Radio News Broadcasting” course at the 
University of Denver. . . And Lee Fondren, nat’) sales mgr. of KLZ, 
was one of the lecturers at the first annual career conference held 
by the U. of Denver collegiate chamber of commerce in conjunc- 
tion with the Denver Senior and Junior Chambers of Commerce 
April 8-9... 

Edward G. Williams, pres., and Louis E. Pleninger, v.p. in charge 
of foreign sales of American Type Founders Sales Corp., Elizabeth, 
N. J., are on a two-months European business trip. . . Harry K. 
Renfro, public relations dir. of Station KXOK, St. Louis, has been 
appointed publicity chairman for Buddy Poppy sales in the state 
of Missouri. . 

George DeBeer, mgr. of Blue Jay and other sales at Bauer 
Black, Chicago, will become a country squire June 1, when he and 
his family move into their new home at Crystal Lake, IIl.. . 

Joe Godfrey Jr., western mgr. of Outdoors magazine and one »f 
Chicago’s famed fishermen, has returned from Florida, where !\¢ 
caught sea trout and ladyfish in Tampa Bay, black bass in Laie 
Tsala Apopka and the Homosassa River, amberjack, bonefish a: d 
grunts off Key Largo, tarpon and kingfish off Fort Lauderdale. 

The ANA spring meeting in Chicago got hot for Paul Ellison, 
a.m. of Hygrade Sylvania, and former ANA chairman, before t! e 
sessions really started. In an attempt to light his pipe in a pr - 
convention bull session, Paul burned two fingers when a pack {f 
matches flared in his hand. Prompt first aid, in the shape of 4 
handkerchief bandage fashioned by Pete Potter, of Eastman Koda <. 
helped keep the damage to a minimum... 

The Australian Cup for outstanding service to the Associati % 
of Advertising Men during 1947 was awarded to Tullio W. Rosset i, 
sales manager of the Mailograph Company, at the New York A: - 
vertising Club. The trophy was given to the AAM, to be used * 
an annual award for service, by Frank Goldberg of Goldberg A - 
vertising, Sydney, Australia, when he visited this country in 1937. 

William R. Stearns, vice-president in charge of the creative d - 
partment of Norman D. Waters & Associates, has left for Par > 
where he will consult with Faith Shipway, manager of the agency * 
Paris branch. .. ABC President Mark Woods is dodging the fick 
northern spring in favor of the warm breezes of Miami th > 
month... 


CHAMPION OF SHOW —Maria Springer, adver- 
tising director, California Cobblers, Los Angeles 
shoe manufacturer, with her jumper, Bay Fern, which 
was chosen Champion of Show at the Flintridge 
Hunter Trials, held over the Easter weekend. She 
also entered two other jumpers and the trio ac- 
counted for 15 ribbons and seven trophies. 
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(BS Takes Five 
of 11 Peabody 
Radio Awards 


New YorK —Radio’s “Oscars,” 
the coveted George Foster Pea- 
body Awards, this year went to 
five CBS programs, three ABC 
programs, one Mutual series, one 
independent station show and the 
“Network for Peace,” a United 
Nations service. 

No National Broadcasting Com- 
pany show was mentioned at the 
luncheon ceremonies here last 
week, at the New York City Radio 
Executives Club. 

Station WBBM, CBS affiliate in 
Chicago, walked away with spe- 
cial citation number one for its 
“Report Uncensored,” a _ public 
service feature on juvenile de- 
linquency. WBBM thus became 
the second station, and the first 


50,000 watter, to win both the Du- 
Pont and Peabody awards in the | 
same year. The citation read, in| 
part: “. for alert compre- | 
hension, wise understanding, and 
effective handling of a_ subject 
which has a bearing on better or 
worse tomorrows. . .” 


WCCO Is Cited 

Another CBS affiliate, Station 
WCCO, Minneapolis, received the 
special citation of honor for its 
series, As the Twig Is Bent, “the! 
culmination of a year-long effort | 
on the part of WCCO, first, to! 
secure the passage of a Minnesota 
State Youth Conservation Act, 
and second, to make it effective.” 

Another of the three special 
citations went to CBS for its 
“Studio One,” for “taste, restraint 
and radio craftsmanship” and pre- 
serving the spirit of books, plays 
and short stories dramatized. 

Station KXAR, Mutual affiliate 
in Hope, Ark., also received a 
public service award for its crisis 
service called “Disaster Broadcast 
from Cotton Valley.” The citation 
read: “Here is the heroic story of 
a new station, handicapped by 
limited facilities, revealing com- 
mendable enterprise in meeting a 
grave local crisis—the needs 
growing out of a devastating tor- 
nado,” 

“CBS Views the Press,” and 
Elmer Davis of ABC received 
Peabody awards for outstanding 
reporting and interpretation of 
the news. 


‘Outstanding Entertainment’ 


The Oscar for outstanding dra- 
matic entertainment was given to 
ABC for its “Theater Guild on the 
Air,” and ABC’s Boston Sym- 
phony Orchestra broadcasts were 
lauded for outstanding entertain- 
ment in the field of music. 

The CBS Documentary Unit 
series took the award for the out- 
standing educational program, and 
‘United Nations Today,” a pro- 
gram carried over 115 stations, 

which has made it possible for 
| steners everywhere to hear the 
actual voices of official delegates,” 
‘ceived a special citation. 
Although the board felt that 
“nuch remains to be done in the 
alm of children’s programs,” a 
sabody award was given Station 
\ QQW, Washington independent, 
r its “Children’s Hour.” 

The University of Georgia 
enry W. Grady School of Jour- 
! alism administers the prizes, first 
fered in 1940. A board of rep- 
‘sentative publishers, educators 


Sears, Roebuck Sells 
8 Store Buildings 


Sears, Roebuck & Co., Chicago, 
has sold eight of its large depart- 
ment store buildings to the Equi- 


table Life Assurance Society. Six 
of the stores involved in the sale 
have been constructed within the 
past year and are located in Day- 
ton; Durham, N. C.; Richmond, 
Va.; Compton, Cal.; Inglewood, 
Cal., and Salt Lake City. The 
other two stores are in Cleveland. 

In each instance the stores are 
being leased back from the Equi- 
table on a long-term basis. The 
reason given for the sale was that 
Sears wanted to avoid having too 
much of its capital invested in 
land and property improvements, 
and also to provide funds for ex- 
pansion. 


Hall Named V.P. 


John Q. Hall, formerly San 
Francisco manager of W. S. Grant 
Company, has been named vice- 
president and general manager of 
Western Radio Advertising, Inc., 
radio station representative, with 
headquarters in San Francisco. 


Cincinnati Street 
Railway Co. Signs 
with Transit Radio 


| CINCINNATI — The Cincinnati 
Street Railway Company has 
signed a contract with Transit 
Radio, Inc., national organization 
with headquarters here, and Sta- 
tion WCTS, for FM music and 
newscasts in streetcars and buses. 
WCTS, FM station affiliated with 
AM station WKRC and the Times- 
Star, is the local licensee of 
Transit Radio. 

Similar contracts are being ne- 
gotiated by Transit Radio, FM 
stations and traction companies in 
Baltimore, Washington, Houston, 
Worcester, Mass., and other cities. 
The FM stations bear all expenses 
of equipment purchase, installa- 


ing. Brief commercials will be 
sold to finance the undertakings. 

Hulbert Taft Jr., Times - Star 
publisher, is president of Transit 


tion, maintenance and broadcast- | 


Radio, Inc., and managing direc- 
tor of WCTS-WKRC, and his 
‘brother, David C. Taft, is manager 


of WCTS and treasurer of Transit 
Radio, Inc. 


Adds Hunsaker, Gorman 


| Samuel E. Hunsaker, formerly 
in 
|N. W. Ayer & Son, has joined 
Armstrong, Schleifer & Ripin, New 
York, where he will organize a 
‘radio and television department. 
'He will be director of the new de- 
_partment. Bryce - Alyn Gorman 
| has been named director of mar- 
keting and research of the agency. 


Dixon Joins Tide Water 

| Frank W. Dixon, formerly on 
‘the sales staff of Station KXOA, 
| Sacramento, has joined the adver- 
\tising department of Tide Water 
Associated Oil Company, San 
Francisco. 


Fremont Names Rovin 

Ad Rovin, formerly vice-presi- 
dent and account executive of Bo- 
|zell & Jacobs, Chicago, has been 


the creative department of | 


named vice-president of Fremont 
Advertising Agency, Chicago. He 
will serve as account executive on 
major accounts. 


FRANKLIN 6343 


11-17 S. DESPLAINES 


Dallas Market. 


id many in the broadcasting field 
ade the selections, aided by list- 
iing post committees throughout 
United States. 


~ 


o Advertising Ideas 
Youthfair Fashions, New York, 
as appointed Advertising Ideas, 
1c., New York, to handle its ad- 
ertising. 


Sell the readers 
of the News and 
you have sold the 


THE SOUTHWEST'S 
GREAT MEDICAL CENTER— 


Daas: large group of modern hospitals 
... together comprising a major American medical center . . . 
serves all the Dallas market area. Not merely the city. 


There are no city limits of medical care. There are no city limits _ 
of effective newspaper advertising ... not in a market like 


Dallas. 


Member 
AMEKICAN 
MERSPAPER 
ADVERTISING 
NETWORK 


| Ghe Dallas Morning News 


CRESMER & WOODWARD, INC., Representatives 


New York e@ Chicago e¢ 


THE TEXAS ALMANAC—RADIO STATIONS WFAA AND WFAA FM 


Detroit Sanfrancisco Los Angeles 


The Dallas News is the one big medium of the whole Dallas 
market. It's Texas’ No. 1 market area . . . first in popula- 
tion and buying power in the whole Southwest. 
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Parsons Names KFC&C 


Parsons Ammonia Company, 
New York, has appointed Kastor, 
Farrell, Chesley & Clifford, New 
York, to handle its advertising. 


York Appoints Furman 


York Safety Jack Company, 
York, Pa., has appointed the Fur- 
man Company, New York, to 
handle its advertising. 


WHAT’S GOING ON? FF 


@ Manulacturers and their advertising 
agencies are using this inexpensive | 
clipping service for collecting editorial 
publicity, for making research and | 
market studies, for maintaining com- 
petitive advertising files and for de — 
veloping sales prospects on certain 
types of products and services. 
Hew Booklet No. 10 “How Business Uses 
Clippings” tells the whole story 


BACON'S CLIPPING BUREAU 


GENERAL 


BUSINESS FARM 
PAPERS * PAPERS MAGAZINES 
314.50. Federal 


Chicaqo 4 


General Foods 
Buys 2 Shows 


New York—General Foods Cor- 
poration, through Young & Rubi- 
cam, has completed negotiations 
for two network programs, the 
Meredith Willson show and “Mr. 
Ace and Jane.” The latter, now 
heard on CBS, with the Army pay- 
ing the talent costs and getting 


‘the commercials, is set for a fall 


spot on Columbia. 

However, .as in the case of the 
Willson show, the sponsor has 
made no announcement on start- 
ing date, time or product. Fanny 
Brice, Fridays, 8 p.m., EST (CBS), 
ends her chores for the Jell-O 
division of GF May 28, and the 
company may take a summer 
hiatus on that time spot. 

Another food manufacturer, the 
Borden Company, will give its 
top rating daytime show, “County 
Fair,” a try-out as a nighttime 
feature this summer. The partici- 


the Mark Warnow half hour— 


Wednesday at 9 pm., EST—in | 


July. Kenyon & Eckhardt handles 
both programs. 


Veloz and Yolanda 
Appoints JWT 


Veloz and Yolanda have ap- 
pointed J. Walter Thompson Com- 


pany to handle the advertising for 


their chain of dance _ schools. 
Headquarters of Veloz and Yo- 
‘landa will remain in Los Angeles, 
where their first school was 
opened in 1946. 

Studios already franchised in- 
clude those in San _ Francisco, 
Fresno and Seattle, in addition to 
the one in Los Angeles. Six more 
are scheduled to open during 1948. 
Within two years the team plans 
to have studios operating in every 
important city in the country. 


‘B&B Names Fleischman 


W. H. Fleischman, formerly with 
McKim Advertising, Montreal, as 
an account executive and public 
relations counsel, has been named 
an account executive in the To- 


pation session will take over in| ronto office of Benton & Bowles. 


| 


EYE-LEVEL RANGE—Houlder Hudgins, president of Sloane-Blabon Corporation. 

New York, and Carl Male, designer for W. L. Stensgaard & Associates, look over 

a section of the new sales display system developed-by Sloane-Blabon for more 
effective showing of its smooth surface floor coverings. 


PLAQUE AWARDS FOR 1947 


How to Run a Radio Station—WSM 


“ARIETY 


WSM 


_which the farm audiences are un- 


|able to obtain from other broad- 


10 Farm Groups 
Launch Rural FM Gen sized heav- 
Network in June {neve Seen installed at ate 


_have been installed at each sta- 


| proximately $300,000—will begin 
broadcasting in June. 


| snowfall, three of the FM stations, 
| WVCN, De Ruyter, WVFC, Ithaca, 

and WVCV, Cherry Hill, will go 
/on the air early in June. 
| Wethersfield, and WVBT, Bristol 


with a couple of 
big stack of records. 


an enviable roster of 


airers, 


could duplicate. 


WSM gives it to them, 


(and not a minute of 


station’s kiddie shows. 


shows. It regularly 
shows, in turn sends 


ample of how to run a 


In these days of tightened purse-strings 
and heightened competition for billings, 
many are the stations inclined to let a net- 
work feed them, filling in their local per- 


WSM. In a city of only 175,000, this “air 
castle of the South” maintains an amazing 
total of 200 entertainers on its talent staff 
—a policy which it has made to pay off-in 
a score of ways, not the least of which is 


gramming. As a result of its gamble, the 
station can boast that its vast stable of live 
talent not only is supporting itself, but is 
available for a spread of public service 
the like of which few 
WSM’s special dish is 
corn—hillbilly, cowboy, folk music. The 
folks down Tennessee way love it, and 


live, through such favorites as Roy Acuff, 
Red Foley, Francis Craig, Cowboy Copas, 
Minnie Pearl, Snooky Lanson, etc. 

To inject real life into its public service 
projects, the station has but to pluck from 
this roster. WSM, for instance, plugged 
farm safety for a solid year, using live 
dramatic stanzas. Currently, the station 
is doing a 52-week series on the Freedom 
Train and America’s heritage. WSM’s 90- 
minute midday sequence for the farmers 


full-fashioned talent treatment. Ditto the 


in on the hit-tune popularity of “Near 
You,” composed by its own disk jockey 
Francis Craig; Acuff and other WSM staff- 
ers are well up from among record faves 
in their field. WSM originates eight NBC 


to Britain. It all adds up to a bright ex- 


disk jockeys and a 
Not so Nashville’s 


public service pro- 


stations 


not from e.t.’s, but 


it is for sale), gets 


Station has cashed 
Station”. 


airs waxed BBC 
its own folk music 


radio station. 


WSM 


NASHVILLE 


HARRY STONE, Gen. Mgr., IRVING WAUGH, Com. Mgr. » EDWARD PETRY & CO., Nat'l Rep. a 
50,000 WATTS ® CLEAR CHANNEL © 650 KILOCYCLES © NBC AFFILIATE 


No, this character isn’t typical 
of WSM engineers—or of the 
rest of the staff for that matter. 

But confused? 

Sure, there are times in our 22 
years of operation when we’ve 
felt as confused as he looks. 

But we’ve never stopped try- 


That’s why we feel simply \ 
and sincerely grateful to Va- if | 

riety for having pointed to our 
operation last year with the 
citation, “How to Run a Radio 


|Center, are expected to debut 
shortly afterwards. RRN’s sixth 
owned and operated station, 
WVBN, Turin, is scheduled to 
open late this summer. 

Program schedules, some of 
which will be carried by WGHF- 
FM, New York, are being planned 
by the network staff, which is 
composed of experts in radio and 
agriculture. R. B. Gervan, for- 
merly information director for the 
Cooperative Grange League Fed- 


ager of the network. 
Stress Weather, Market News 


Present plans are to start with 
a broadcasting day of six to seven 
hours, to be expanded to 15 hours 
later. “Weather and market news, 


WFNF,. 


IrHaca—The Rural Radio Net- tion. Engineers will take the read- 
work—the construction of which| ing which will be forwarded to 
has cost 10 farm organizations ap- ™eteorologists at Albany for in- 


There will be sev- 
technical weather 


terpretation. 
eral detailed, 


Delayed by last winter’s heavy |Toundups daily. 


To appeal to women listeners, 
the network will offer home mak- 
ing programs. Musical broadcasts 
will feature nostalgic songs. 

Some 1,000,000 persons—80™% of 
the farm audience in New York 
—will be covered by the network, 
Mr. Gervan said. Rates for the 
stations, which will be sold in a 
group at first, will be announced 
soon. 


Durant to Keck-F ranke 


eration Exchange, is general man- 


Durant Mfg. Company, make! 
of counting machines, has ap- 
pointed Keck-Franke Advertising 
Agency, Oconomowoc, Wis., to 
handle its advertising. Trade 
publications and Business Week 
will be used. 


‘Saunders Joins Quaker 


Scott J. Saunders, formerly) 
editor of Musical Merchandise, 
New York, has joined the sales 
staff of Quaker Press Litho Cor- 


| poration, New York. 


It’s nice to be told that the 
sweat of your brow has paid 
off with recognition. It’s espe- 
cially nice when it comes from 
a sourcé so highly respected by 
the radio industry. This Va- 
riety Showmanagement Award 
is incentive to continue trying 
to do the best radio job of 
which we are capable. 


Gain 


North Dakota. 


Fargo’s 1947 Retail Sales Show 27% 


AND 
$60,152,000. 


Retail sales in Fargo represent 12.80 
percent of all the business done in 


More than 47,000 families buy and read 
The Fargo Forum, Daily and Sunday. 


THE FARGO FORUM 


Published Merning, Evening and Sunday 


FARGO, NORTH DAKOTA 


Affiliated with Radio Station WDAY 


Representatives, Kelly-Smith Cc 
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. continued high level activity, con- 

tion Plan tinued high employment, and con- 
| tinued high taxes. 

| Assuming that the burden ad- 

| justs itself over the long run, how- 

‘ever, the impact in the next 12 


Mobiliza 
May Bring Renewed 


|cent war, business men know that 
WaSHINGTON—The government’s|it may be many months before 
new preparedness program is de- | these military programs begin = 
veloping into the biggest business | sorb materials, manpower an 
news since VJ-Day. industrial capacity. 
It means new business for many | Controls Sought 
firms, and it means more pressure | As much as a year may pass be- 
on markets and prices for all, be-|¢o.6 the programs for aircraft, 
cause: ; | vehicles, shipping and all the 
(1) It creates a substantial|tnousands of other items are 
amount of new buying power just |worked out, and before various 
as the postwar boom begins to| industries know which percentage 
subside. ; of their capacity remains in civi- 
(2) It seems to lead, in the near | jijan work, which capacity remobil- 
future, to curtailed civilian Pro-| izes, and which capacity is idle 
duction, even in short - supply | gory lack of supplies. 
items. _| During this period immediately 
Some of the most conservative | ahead, the pressure for a return 
business observers freely wonder | to controls will be strongest. Ex- 


whether free enterprise can Carry |yerjenced men like Sen. Arthur 
the load without the assistance of | 


months is of most immediate in-| 


Capper (R., Kan.) feel a return 
to controls during this period is 
inevitable. Others like Sen. Robert 
Taft (R., O.) and Rep. Jesse Woll- 
cott (R., Mich.) feel free enter- 
prise can adjust itself. 
Presidential advisers are renew- 
|ing the pressure for controls of 
|various kinds. At a White House 
conference they had figures show- 


ing that consumer purchasing 
|power continued to shrink in 
‘early 1948, even without these 


added inflationary pressures. 

Per capita personal income dur- 
ing the first three months of the 
year was up $58, to $1,274. But 
prices went up even more rapidly, 
and per capita purchasing power 
during the three months was actu- 
‘ally $10 below the same months of 
‘last year, despite the February 
break in food prices. 


KM] Appoints Brown 
Harold J. Brown, formerly man- 
ager of Station KERN, Bakers- 
| field, Cal., has been named man- 
| ager of Station KMJ, Fresno, Cal. 


Wood Appoints Steele 


Edgar A. Steele, former director 
of research for the Research Com- 
pany of America, New York, has 
been appointed regional sales di- 
rector of the New York office of 
A. J. Wood & Co., New York. Mr. 
Steele has served four years with 
the Daniel Starch organization 
and at one time was executive 
vice-president and partner of 
L. M. Clark Company, New York. 


Three Name Kay Agency 


| §. L. Kay Advertising, 
'Francisco, has been retained to 
handle the advertising of HCE 
Photographic Company, manufac- 
| turer of camera equipment; Sidley 
|Company, manufacturer of founda- 


San | 


69 


tion garments, and Wilber & Son, 


manufacturer of marine equip- 
ment and supplies. All are located 
in San Francisco. 
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Special “HALF A 
Screen Messages FILM a 
Made to Your Order! | compieté with 


Reach local movie er. 
audiences at the most 
ONLY 


ivy 


Studios 


1327 S. Wabash, Chicago 5 


For gualitly Gindery Serucce 


SERVICE 


PORTFOLIOS * MOUNTING 
DIE-CUTTING EASELING. 


BINDERY CO., Inc. 
PAPER and BOARD LINING 


$UPerior 5105 


360 EAST GRAND AVE., CHICAGO 11, ILL. 


allocations, and perhaps 
price and wage controls. 


New Factors to Consider 


In recent weeks, entirely new 
factors have come into the busi-. 
ness picture. 

Between the European Recov- 
ery Program and the tax cut, the | 
government created $8 billion of 
additional spending power during 
March. 

Moreover, there is an $11 billion 
military budget, and a $2 billion 
lend-lease program is reportedly 
in preparation. 

This additional spending is in 
itself a disrupting factor. But the 
fact that it comes at a time when 
there are already shortages of such 
critical commodities as petroleum, 
steel, aluminum, copper, lead, 
rubber and zinc raises entirely 
new problems. 

Even if the military programs 
could be carried on in “surplus” 
industrial plants—which is hardly 
possible—civilian producers would 
find it increasingly difficult to 
get supplies, and pressure on) 
prices will increase accordingly. 

Congress disagrees on the eco-| 
nomie steps warranted by these | 
developments but the overwhelm- 
ing adoption of the European Re- 
covery Program shows that it sees | 
eye to eye with the President on 
preparedness measures. Experi- 
enced observers feel it is almost 
certain that Congress will ap- 
prove, virtually intact, the bulk of 
the preparedness requests. 


Excess Profits Tax May Return 


Our business informants, con- 
servative men who are in the 
forefront in the fight to reduce ex- 
penditures and avoid useless con- 
trols, are reserving their own 
judgments on the outcome of the 
debates over domestic controls. 

At government prompting, they 
are preparing to round up key ex- 
ecutives to assist in the admin- 
istration of the programs. They 
are restudying systems of pricing 
and contract re-negotiations and 
they face up to the fact that the 
excess profits tax is probably on 
its way back. 

Moreover, they recognize that 
large-scale preparedness spending 
throw the government back 
the red. 

They hope the new revenue) 
;, if any, will be in the form 
of a manufacturers’ sales tax 
ch “spreads the burden.” 
lost dramatic fact about the. 
varedness program is that it) 
go on indefinitely—until dif-. 
‘-nees with Russia are resolved. 


Another First Time 


lnis is a startling fact to busi-— 
hes; men, for it represents the 
irs. time in history that a free 
rprise system has been asked 
‘0 -arry, in peacetime, a substan-| 
‘al military load, and it implies 


even | 


Smoke Signals 


When you see all the fellows at the office smoking Corona 
Coronas, it’s a sure sign there’s a proud new papa in their 


midst! But handing out cigars is only the beginning for papa. 


that 


ales 


The new addition to the family means “handing out” for addi- 


tional purchases that 


mean greater sales for you! 


Families are always buying. They are a constant market 


for all goods and young families in the process of accumula- 


tion buy more of everything. 


In Chicago, the Herald-American is the preferred news- 


paper of young, active, on-the-way-up families. It is their kind 


of a newspaper. It publishes more of their favorite features, 


gives them greater news coverage quickly and concisely. 


In Chicago, you sell more by advertising in the 
Herald-American because it goes into the home, reaches and 
sells the whole family. 


You can profitably influence the purchases of over 


r 


500,000 families each evening and more than a million on 


Sunday by placing your advertising in the 


EVENING AND SUNDAY—when the whole family is together! 
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Adapts House Organ 
Cover to Mailing Piece 


To the Editor: The cover format 
for national magazines has come 
to be an active vehicle in the 
carrying of the manufacturer’s 
message to his market, but has 
anyone thought of adapting this 
vehicle to his own house and field 
organs? 

SoundScriber has—and the re- 
sults are enclosed, in the form of 
{a copy] of our monthly publica- 
tion, “SoundScripts” and the mail- 
ing piece made therefrom. Each 
month during the year we plan 
to run within the cover of 
“SoundScripts” a factual story of 
our equipment in use in a na- 
tionally known company. Reprints 
of the cover in the form of a 
mailer will be made in sufficient 
quantity to blanket the entire 


This department is a reader’s forum. Letters are welcome. 


‘country with this direct mail 
piece. This unique direct mail 
piece is subscribed to by our 215 
distributors and dealers from 
| coast to coast, and mailed to 
\prospects and customers directly 
from our distribution points. 

The psychology behind this 
idea is based on the success of 
national magazine formats being 
used in direct mail. In addition to 
this, it is considered that when 
an executive receives a mailer de- 
signed around a house organ, he 
will give it more attention than 
any other type of direct mail pro- 
motional piece. In effect, he is 
being given a peek into the doings 
of our company by being mailed 
a reprint from our field organ. 

We believe this subtle, refresh- 
ing approach to the dissemina- 
tion of information about our 


product and the results it can pro- 


duce, will prove itself in the) 
months to come. 

Each month SoundScriber dis- 
'tributors and dealers will receive 
‘the desired quantities of this 
mailing piece. The fact that this 
unique direct mail program has 
been subscribed to, in its first 
month, to the tune of nearly 100,- 
000 copies, augurs well for its 
continued success. 

J. J. McKeon, 

Director, Sales Promotion and 

Advertising, The Sound- 

Scriber Corporation, New 

Haven, Conn. 

vw? 


‘No Hands’ Copy Gets 
Double Billing 

To the Editor: What wondrous 
things do happen in the minds of 


industrial ad men! 
Our December ad in Industrial 


1947: 


Decisive Majority for 
The Weekly Star 


By their voluntary subscriptions and renewals Mid-West- 
ern farmers have indicated their overwhelming preference 
for The Weekly Kansas City Star. 

Twice a year there is available an authentic count of sub- 
scriptions sent by mail direct to farm publications. Here 
are the figures for the three leading Missouri and Kansas 
farm publications for the six months ended December 31, 


The Weekly Kansas City Star.......... 
Second Farm Paper in Missouri........ 


Second Farm Paper in Kansas.......... 


The Weekly City Star. 


LARGEST FARM WEEKLY CIRCULATION IN. AMERICA 


441,392 Paid-in-Advance Subscribers 


Subscriptions 
by Mail Direct 


to Publisher 


23,039 
3,024 
2,298 


ject. 
compelled to set a word limit, for 
could have mentioned such | diaries make cigars.) 


NEW ENGLAND—Where 1947 cash farm in- 
come was more than 700 millions of dollars. 


As a unit New England ranks high among the country's leading 
agricultural states. 


WO HANDLING PROBLEMS WITH A KOCH 
Concayorized FURNITURE FINISHING SYSTEM 


MACHINE COMPANT the Srishing 
ing Se chen for Raw ost drying 
om weing machine ap 
Rearing 


INDUSTRIAL EQUIPMENT 


Finishing (see enclosed) may have 
inspired a new and clever twist 
of the same idea for the February 
ad of another manufacturer (also 
enclosed). 

Proof that “great minds” do run 
in the same journals! 

LocAN H. MILLeEr, 
Advertising Manager, George 
Koch Sons, Inc., Evansville, 
Ind. 


That Blandings House 

To the Editor: Regarding in- 
quiries you are receiving about 
the national release of the motion 
picture, “Mr. Blandings Builds 
His Dream House,” rest assured 
that the story appearing in your 
March 22 issue of ADVERTISING 
AGE was entirely correct. 

The advance showing of the 


picture at the Astor in New York | 


is entirely separate from our na- 
tional release schedule which is 
to break during June and July. 


In no city where the house is be-| 


ing built under sponsorship will 
the picture be released ahead of 
time. I hope this will clear up 
any mistaken conclusions. 


PauL MacNamara, 

Selznick Studio, Culver City, 

Cal. 

[Editor’s Note: AA readers who 
joshed us about the front-page 
story on release of the picture “in 
June” at almost the same time 
that advertising for its opening be- 
gan to run in the New York press 
can now rest more easily, secure 
in the reaffirmation of their con- 
viction that New York is not a 
part of the United States.] 


It Was No Joke 


To the Editor: Your letter with 


check enclosed was dated April 1, 
but that check just couldn’t be an 


April Fool joke on me. 

Thanks so much. 

I expect I won because I was 
(and am) so hipped on the sub- 
Actually I regret you were 


THs 
AA, 


things as the use of Bible verses 
in advertisements, the commercial 
sponsoring of hymn and Bible 
drama programs, and the para- 
phrasing of Scriptural quotations 
as others which wise advertising 
people don’t even consider using 
in their campaigns. 

I repeat, for greater emphasis, 
we just can’t afford to offend any- 
body. 

Again my thanks, and believe 
me when I say in all sincerity | 
wouldn’t miss reading a single is- 
sue of ADVERTISING AGE from cover 
to cover. 

Won. N. Mackey, 
Cincinnati. 

[Editor’s Note: Mr. Mackey got 
JL’s $25 prize for writing the best 
letter in the “Who the hell is JL?” 
| controversy. | 


Thinks Kinsey Copy Did 
_a Good Selling Job 

To the Editor: I didn’t like this 
Kinsey ad (personally) either, but 
if it sells every reader on drink- 
ing four ounces of it on the spot 
(as, apparently, it did you!), I'd 
rate it as the BEST WHISKY AD IN 
HISTORY. 


J. N. RAWLINS, 
Detroit. 

[Editor’s Note: Mr. Rawlins re- 
fers to the Creative Man’s Corner, 
AA, March 15, in which the Cre- 
ative Man asked Jeeves for a 
“slug,” then a “double portion,” 
and finally, “another shot,” which 
Mr. Rawlins tots up at four 
ounces. } 


“Reach for a Lucky...’ 
To the Editor: Re your BBDO 
article (ADVERTISING AGE, April 
5): Mr. Duffy, please, not a cigar! 
EILEEN Barry, 


New York. 
[Editor’s Note: In the BBDO- 
American Tobacco story, Mr 


Duffy reportedly “leaned back in 
his chair, lit a cigar, and tried to 


relax.” Incidentaliy, AT subsi- 


Income from all Fruits 


3rd in 
Our Market 


To Sell The 
Need The Local 


Production and Income from Potatoes 
Income from Poultry Products 


Income from Dairy Products 
Income from Truck Crops 
Corn for Silage Production 


and 
Farm-Owned Motor Trucks 
Data Folder is yours for the asking. 


New England Farm Market — You 
Influence of The 


Homestead. 
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Basic Analysis of 
Ad Appropriation 
to Be Made by ANA 


NYU to Cooperate 
in Study of How 
Budgets Are Set 


Cuicaco— The Association of 
National Advertisers has com- 
pleted the groundwork for a de- 
tailed study designed to provide 
practical help to advertising man- 
agers in determining what are 
logical advertising charges and 
how much should be spent in any 
given year. 

The basic new project to de- 
velop scientific methods for de- 
termining the size of advertising 
pudgets will be jointly sponsored 
by the ANA and the graduate 
school of business administration 
of New York University. Although 
actual contracts have not yet been 
signed, it will probably function 
under a grant of $25,000 from the 
Merrill Foundation, set up by the | 
partners of Merrill Lynch, Pierce, | 
Fenner & Beane for economic re- 
search. | 

The machinery has been set up 
and field work is about to get 
under way, W. B. Potter, Eastman 
Kodak Company, who heads the 
ANA committee working on the 
project, told the meeting Monday. 
Four full-time people, two at NYU | 
and two at ANA headquarters, | 
will be hired immediately, and a | 
preliminary report on findings will 
be available for the fall ANA 
meeting. 


3 Specific Steps 


The work will be guided by an 
ANA committee and an educa- 
tional committee of six, to be) 
headed by Darrel B. Lucas, pro- 
fessor of marketing at NYU. The. 
general purpose of the study is to. 
establish a sound set of guiding | 
principles for determining the ad- | 
vertising appropriation, with these 
specific steps in mind: 

1. To discover how typical ad- | 
vertisers in various product classi- 
fications now determine their ad- | 
vertising appropriations. 

2. To establish a simple and | 
sound set of guiding principles for 
determining the advertising ap- | 
propriation. 

3. To establish recommenda- | 
tions and guiding principles for | 
setting aside advertising reserves | 
in good years, either before or 
after taxes, for the purpose of 
drawing upon such advertising re- 
serves in bad years. 


Not Statistical 


The project is not to be con- 
fused with previous ANA studies 
of how advertising budgets have 
been broken down into expendi- 
tures for various media, for talent 

id production, administrative ex- 

‘nse, etc. 

“Let me emphasize that this is 

t a statistical study showing 
that *x’ percentage of companies 
operate this way and ‘y’ percent- 
ace that way,” Mr. Potter told the 
group. “We are in essence pooling 

r experiences so that our mem- 

rs may review what is being 

ne by others, and what might 

a more scientific approach : to 
‘\e determination of our adver- 
‘sing appropriations regardless of 
e size or product classification of 
advertiser. 
“Depth interviews of a confi- 
ntial nature have been planned, 
volving perhaps a full day with 
ch cooperating ANA member, | 
ing through the steps of pre-| 
ring a budget, how it is broken | 
‘wn product-wise, how the | 
nge trade name and institutional | 
quirements are covered, how the 
idget gets its approval, and the. 


rs 


}consultant organization, 


causes and considerations involved 


in changing the course of expendi- | 


tures.” 


No Time Limit Set 


No time limit and no limit on 
number of interviews has been set 
by the committee, which hopes to 
continue its work for a consider- 
able time in an effort to build up 
a large volume of information 
which may serve as a useful guide 


to all advertisers in determining 


the size and character of their ad- 


|vertising budgets. 


George H. Blackett, partner in 
Blackett & Dalby, management 
indirectly 
emphasized the need for data in 
this field of advertising appropria- 
tions by asserting that even minor 
changes in sales affect advertising 
investments, and that “such erratic 
changes in advertising following 
every minor change in sales are 
a waste and should be avoided.” 


Viking Names Gruen 
Director of Design 


Robert Gruen has been ap- 
pointed director of design of Vik- 
ing Glass Company, New Martins- 
ville, W. Va. 

Ancestral, 
be featured in the company’s 
spring advertising campaign in 
House Beautiful and House & 
Garden. 


Gets Food Account 


Marlo Packing Corporation, San 
Leandro, Cal., has appointed the 
San Francisco office of Harring- 
ton, Whitney & Hurst, which has 
moved to 256 Sutter St., to handle 
the advertising and merchandis- 
ing of the company’s specialty 
meat and food products. 


Corcanges Sells KORC 

Station KORC, Mineral Wells, 
Tex., has been sold by Achilles 
Corcanges to Raymond River and 
Don Boles of Clovis, N. M. 


to $8.9 Billions 


a new pattern, will | 


SEC Notes Drop 


in Liquid Savings 


WasHINGTON—Liquid savings of | 
individuals amounted to $8.9 bil- 
lions in 1947, according to the 
quarterly analysis made public 
by the Securities and Exchange 
Commission. 

Despite increased income after 
payment of taxes, higher con- 
sumer expenditures reduced sav- 
ings $5 billion below the 1946 
mark. However, the proportion of 
income saved was in line with the 
1929 level. 

The $8.9 billion figure for 1947 
compared with $14.4 billion in 
1946 and $4.1 billion in 1940. 
Savings reached a $41.3 billion 
peak in 1944 and dropped to $36.9 
billion in 1945. 


At the end of 1947, individual 


cash and deposits 


holdings 
amounted to about $132 billion, 
and holdings of government se- 
curities approximated $68 billion. 


in 


| Appoints Lykke 


Chris Lykke & Associates, San 


|Francisco, has been appointed to 


handle the publicity and promo- 
tion of the Western Packaging 
Exposition, to be held in San 
Francisco’s Civic Auditorium in 
August. 


KFBK Appoints Larue 
George H. Larue, formerly man- 
ager of the San Francisco office of 
Long Advertising Service, has 
been appointed sales manager of 
Station KFBK, Sacramento, Cal. 


Frontier Buys KRIO 


Station KRIO, McAllen, Tex., 
has been purchased by Frontier 
Broadcasting Company, Fort 
Worth. Frontier also operates 
WACO, and KNOW, Austin. 


FAMOUS 


FAMOUS 


COVER GIRL S — Photographed by Benedict Frenkel 


Out of a bevy of Powers models representing magazines and news- 
papers, Carolyn O’Conner, as “Miss Crowell-Collier” was voted “Miss 
Coverage of 1947” at a party given in December by the St. George & 
Keyes advertising agency in New York. Carolyn, who is a native of 
Hempstead, L. I., started modeling while still in High School. She won 
a scholarship at Barnard College, and there majored in Spanish. She 
has appeared on the covers of McCall’s and House Beautiful and is 
much in demand for advertising illustrations. Still single, Carolyn lives 
with her mother and grandmother in Hempstead. Her hobbies are 
swimming and horseback riding. 


COVER PAPER S~— Made by The Beckett Paper Company 


Color that catches the eye, texture that is pleasing to 
the touch, quality that assures long wear — these are 
the ingredients that make BUCKEYE 


and BECKETT COVERS 
choice of admen and 


at your elbow with a 


sample book, it contains 


ing up dummies. 


HAMILTON, 


everywhere. Keep inspiration 
Auto-File — better than any 


of all colors, weights and tex- 
tures, ready for use in work- 


the first 
printers 


Beckett 


samples 


OHIO 


SCARLET 


one of the 13 colors in 
the Buckeye Cover line 
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Craig Opens Own Office 


cisco office of Botsford, Constan- 


tine & Gardner, has opened wtiees ANA Releases 


Aw 


Doris Lee Craig, formerly ac-' of her own in the De Young build-| | f ; 
count executive in the San Fran- ing, San Francisco, where she will Check- list for Ad / QO ’ ’ t ( 
operate a free lance commercial | j C BMS 
writing business. Film Sponsors j j 
3 The conception of the public as a blubbering covey of f 
Blank to O’Connell morons is one that never appealed to this Corner. The 
Tait thane C N ation ver j logic that the more clearly and vividly the public is ad- / 
rederic ank & Co., a “Check-List of Producer and ; te : 
York, maker of fabric wall cover- S ibiliti - the | / dressed the more likely it is to understand what you are j é 
ings, has appointed R. T. O’Con- Responsibilities in the|{ <aying—throughout all educational strata—has appealed : 
ne Mow Yak, te Production of Motion Pictures,” to it. / 
handle its advertising. | which is intended to —— = j One has only to remember back over a few score years / 
- pro j of election oratory to realize that the public is interested j His 
| tionships on commercial motion : in how business operates. Of course, when the politicians j 21 
| pictures. P E du P f light into “big business,” they never make the mistake of : The 
3 __ Virgil Simpson, ae - ou ee / using five and six dollar words to expose its alleged evil / @ fim 
That's the way sponsors ng j doings. Unfortunately, whenever business itself speaks up, j 
, : 3 it usually does so in language that leaves the general public > @ the 
feel about the sales}/ committee which prepared the } not 
. booklet, and he says the check- : i B ads 
job WSGN can do. For list “is based on actual experi- j Her 
ham ion programs||ences, data and suggestions re- { Ir 
WSGN's ceived from a_ representative! 
build the audience, ‘group of users and makers of j iB cluc 
commercial films.” 4 feat 
and you Carry off the Mr. Simpson also said that “this f Milk and beefsteak ! cor 
sales. | et WSGN set of ‘ground rules’ has been pre- | / fr th 9 { Bt pett 
pared not alone for new users of j same COW con’ 
help do a job motion pictures but also for vet- om € j @ Ray 
eran users and producers who ABC 
for you, too. may have in the past discharged | / ( 
their obligations to each other in j hen / 
& somewhat hit-or-miss fashion.” j & oat the j W 
Run Side-by-Side 
The check-list is set up so that j i Blow 
producer and sponsor responsibil- : j @ tion 
ities run side-by-side on the page, { > $200 
divided into several categories was 
| such as “planning,” “script,” “pro- j / Bdelr 
duction,” etc. : j M 
Others on Mr. Simpson’s com- f + @ Her 
/mittee were Robert M. Dunn, Gen- / ( ing 
eral Aniline & Film Corporation; ; ! B told 
F. Merle Johnson, General Motors : 
Corporation; Henry Krigner, Ford f * Bscrij 
Motor Company, and John M. / { W 
Shaw, American Telephone & Bmin 
Telegraph Company. The  sub-| j bad 
committee was assisted by O. H. ! j Mr. 
Coelin Jr., publisher of Business j : wha 
Screen, who contacted producers. ! B sign 
Copies of the booklet are avail-| : j Ir 
| from ANA, 285 Madison Ave.,| { 
| |New York 17, and cost $1. 
The Western Summer Market + seat 
NEWS-AGE-HERALD STATIONS | will be held at the Western Mer- WESTINGHOUSE ELECTRIC CORPORATION 
Birmingham 2. Alabama Headley-Reed, National Reps. chandise Mart, San Francisco, Baui 
| Aug. 9-7. / PITTSBURGH, PENNSYLVANIA 4 
| / ae 
in t 
I cold to its cause—if only because they don’t understand j 
4 what’s being said. Plus the fact that the language business : “y 
| public that there is a cleavage in their interests and those ( Bwhi 
3 of business; that the moguls do speak “another language.” i Wdidr 
( It is heartening, therefore, to come upon an advertisement j knot 
¢ such as Westinghouse recently ran—in, apparently, a sizable : Mreas 
list of newspapers. The caption is graphic and sums up the Bithe 
j THE CENTE j story in a completely understandable way. The language is @stan 
| simple. The arithmetic is pure addition and subtraction— j tab] 
| the kind anybody might use on his own checkbook, savings 
account or budget. ( 
ADVERTISING AGENCY mae j All of which, in this Corner’s opinion, indicates that you / 
DISTRICT : don’t have to go around Robin Hood’s barn to talk about j 
| ¢ business. You can hit it directly—if you hit it simply and ; 
interestingly. 
te “SETTING j NAM please note. / 


PRINTING 


Keith and Sikes Named 


black-and-white bleed page in 
Business Week. Each ad will carry 


400 NORTH 


JFAITHORN is the only concern 
in Chicago that offers this 
COMPLETE SERVICE. 


RUSH STREET, CHICAGO 11, ILLINOIS + PHONE WHITEHALL 2300 


| pany, 


to ARF Committee 


| Robert J. Keith, director of ad- 
vertising for Pillsbury Mills, Inc., 
Minneapolis, and Allen B. Sikes, 
/service manager of the Bureau of 
Advertising, ANPA, New. York, 
have been appointed to the ad- 
ministrative committee in charge 
of the Continuing Study of News- 
|paper Reading of the Advertising 
|Research Foundation, New York. 

Mr. Keith succeeds Grant F. 
Olson, advertising manager of the 


|W. A. Shaeffer Pen Company, Fort | 


| Madison, Ia. Mr. Sikes, who suc- 


ceeds William A. Thomson, retir-| 


ing administrative director of the 
‘bureau, will serve as an ex-officio 
/member of the committee. 


| Plugs Adding Machine 


Victor Adding Machine Com- 
Chicago, will increase 


its | 


advertising during this month and} 


| through May with full-page bleed, 
| two-color ads in Fortune and The 
| Saturday Evening Post, 


and a 


an announcement of Victor’s new 
completely automatic “credit ba!- 
ance” adding machine. Newspu:- 
per and direct mail promotion by 
local dealers and factory branch 
offices will tie in with the nationa! 
advertising. John W. Shaw, In.., 
Chicago, is the agency. 


Appoints Moran Agency 


Warsaw Brewing Corporati 
has named J. Preston Moran A-- 
sociates, Davenport, Ia., to hand e 
its advertising. Radio, direct ma, 
newspapers and outdoor poste’s 
will be used to promote Old Ta’ - 
ern and Burgemeister beers. 


Pilling to Ramsdell 


George P. Pilling & Son Con- 
pany, Philadelphia, manufactur’ 
of surgical instruments and ho:- 
pital supplies, has placed its ac- 
vertising with Lee Ramsdell & Cc. 
Philadelphia. Medical journa s 
and direct mail will be used. 
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Admiral Starts 
Henry Morgan 
Television Show 


(Continued from Page 1) 
His staff produces 16 shows and 
27 spot announcements weekly. 
The agency is set up to do its own 
films, including animation. 

The new show is called “On 
the Corner,” but it will be pro- 
moted by Admiral in newspaper 
ads during the coming weeks as a 
Henry Morgan show. 

In addition to Morgan, who uses 
12 to 15 minutes of the time, it in- 
cludes a studio orchestra with a 
featured marimba player; a second 
comedian, Roy Davis, and a pup- 
petteer, Virginia Sustin. Morgan 
continues his Thursday show for 
Rayve home permanent wave on 
ABC. 


No Script Required 


While the program was pur- 
chased as a package deal, Mr. 
Enders indicated the price al- 
lowed approximately $480 for sta- 
tion time in New York, $180 to 
$200 for stations in Baltimore and 
Washington, and $300 for Phila- 
delphia. 

Morgan’s fee was not disclosed. 
Here to address a luncheon meet- 
ing of the National Press Club, he 
told ADVERTISING AGE that he is 
not required to rehearse or use a/| 
script. 

With his tendency to speak his 
mind, this can presumably cause 
bad moments for the agency, but 
Mr. Enders. said Admiral knew 
what it was taking on when it 
signed Morgan. 

In the course of the press club 
luncheon Wednesday, the come- 
dian was asked to give his esti- 
mate of network vice-presidents. 

“ooking at ABC’s Washington 
vice-president, Robert Hinckley, 


seated four places away, Morgan 


quipped that a radio vice-presi- 
dent “is equivalent to an adjutant 
in the army or a scullery maid.” 


Other Admiral TV Plans 


“He’s a man who takes re- 
sponsibility for something for 
which he can’t be fired, but which 
didn’t work right because he didn’t 
know his job,” he continued. “The 
reason for vice-presidents is so 
the president does not have to 
stand at the head of an empty 
table.” 

The Morgan show is the be-| 
ginning of an extensive television | 
promotion authorized for Admiral | 
by its president, Ross D. Siragusa, 
and its advertising director, Sey- 
mour Mintz. 

The Enders agency is currently | 
lining up sports programs for Ad- | 
Miral. It has arranged for spon- | 
sorship of Philadelphia Eagles 
football games this fall, and is 
Studying time adjacent to football 
and baseball broadcasts in New 
York and Washington. 


NAAN Plans to Meet 
in San Francisco 
The 15th annual conference of 
© National Advertising Agency | 
‘ork will be held at the Fair- | 
x t Hotel, San Francisco, May 
the program are Ira Rubel, | 
au cority on agency accounting; | 
a! Lowry, This Week Magazine; 
Ve's Barnet, John Blair & Co.; 
-. aul Wilson, The American 
Ve kly, and others. 


1s Cramer-Krasselt 


igh Reading, who has been 
re-iive group chief of J. Walter 
ipson Company, Detroit, for 
f€ past four years, has joined 
ra ner - Krasselt Company, Mil- 

ee, as a copy-contact account 
PXEcutive. 


ALLEN C. WIEST |and had served in the graphic arts| Elgin Promotes Rowe 
York, Pa.—Allen C. Wiest, 80, 4 tury. Andrew L. Rowe, eastern sales 

president of the York Gazette found e Blue Books in -manager of Elgin National Watch | 

Company, which publishes the | and had published Graphic Arts|Company, Elgin, Ill, has been 


York Gazette & Daily, died of a| onthly since 1929. ‘named national sales manager of 
heart ailment at his home here | |the company. Howard wis 
April 6 He had headed the news-| HAROLD PARKER ‘has resigned as western sales man- We... 

‘ : T ro—Harold Parker, 46, in | 28° to accept an executive posi- BILLION DOLLAR 
the department of ‘the tion with Woodruff-Edwards, Inc., 2 

Elgin. 
RAYMOND R. KEANE Toronto Evening Telegram for the | "* pre | POULTRY INDUSTRY MARKET 
PHILADELPHIA — Ray mond R, | Past 25 years, died in the Toronto | KMGM Opens Offices is 

Keane, manager of the |General __KMGM, Metro-Goldwyn-Mayer | POULTRY supply dealer 
and builder sales department of | |FM station, which is expected to Pioneer Business Paper Serving The Poultry Indus!’ 
Raymond & Rosen Company, elec- _ARTHUR j RITCHIE | go on the air May 20, has opened | 


tric appliance distributor, died | SeatrLeE—Arthur J. Ritchie, 56, | general offices at Rexall Square, 
April 8 in the Bryn Mawr Hos- | one-time editor of the Seattle Star, brag Bang 2S call. _ Write on Business Letterhood For Market Dote Faldes 
pital. Mr. Keane was manager of who later established his own ad- wenn meg oy 5 end news 
the Philadelphia Housing Author- he~~ agency here, died April | Broa from mid-afternoon to late 
ity and executive director of the Before coming to Seattle in | evening. 
Philadelphia Home Show. 11923, he was city editor of the 

|Akron Press and then was with | 


A. F. LEWIS |'Newspaper Enterprise Associa- | 

Cutcaco—A. F. Lewis, 70, pub-|tion in Cleveland and New York. | THE ay STATION 

lisher of Graphic Arts Monthly H Vv 

and founder of the Printing Trades | To Funt-Golding | HALVES OF THE 

Blue Books, died of a heart at- Wheeldex Cor ti N 
poration, ew | ” 

tack in his office here April 8. | york, manufacturer of card index - “Vancouver AREA 
systems, has placed its advertising | 


Mr. Lewis was born in London, 
came to the U. S. when a child! with Funt-Golding, New York. 


down! 


“Put me down as a regular reader of GOOD HOUSEKEEPING,” a 
say newlyweds and young-marrieds. More read it regularly than - 
any other woman’s service magazine! (For evidence see below* ) 


down!” 


“Put me down as finding GOOD HOUSEKEEPING the most use- 
ful of any magazine!” That’s what most newlyweds and young- 
marrieds said. (The evidence is below* ) 


down!” 


“Put me down as spending more time with each issue of GOOD 
HOUSEKEEPING than with any other magazine that carries 
national advertising!” (See below* ) 


them down!” 


Put newlyweds and young-marrieds down as having more confi- 
dence in the editorial and advertising pages of GOOD HOUSE- 
KEEPING than in those of any other magazine. Like the 
homemakers of other generations, they turn to GOOD HOUSE- 
KEEPING for advice. They put their trust and reliance in 
GOOD HOUSEKEEPING’S painstaking pre-indorsement in- 


vestigations! 


“Put it down!” 
down! 
Put GOOD HOUSEKEEPING down as a magazine that sells 


goods! It sells to a market that buys more home goods and 
packaged goods than any other—newlyweds and young-marrieds! 


Evidence from new Elmo Roper Study 
Of 10,274 young women interviewed, more 


newlyweds and young-marrieds named 
GOOD HOUSEKEEPING as the service 
magazine (1) they read most regularly, (2) 
they find most useful. (3) of all magazines, 
they spend more time with only one other—and that is Reader’s 
Digest. 


We give this seal to no one— 


P.S. To Advertisers and Agencies. A copy of Elmo Roper’s 
new study, Young Women and Magazines, is available for your 


inspection. See your GOOD HOUSEKEEPING representative. 


HOUSEKEEPING 


the product that has it earns it. 
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ito win this war is abundant. All| 
| we have to do is close ranks and 


Makes a Sale 
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scribed how a careful revamping | be the highest three days for the 
of plant tours at the Walter Baker | month from the standpoint of pro- 


‘It Works,’ Admen 
Say of ANA-4 A’s 
Information Plan 


Cite How Education 
Helps Solve Plant 
. Employe Problems | 


Cuicaco—The program of 

Joint Committee to Improve Pub-| 
lic Understanding of Our Eco-| 
nomic System, sponsored by the 
Association of National Advertis- 
ers and the American Association | 
of Advertising Agencies, is not 
only rolling, but it has already 
proved that it works. 
' That was the gist of the message 
brought to the final session of the 
ANA spring meeting here Wednes- 
day by a team of 11 men and 
women who explained the basic 
thinking involved, the details of 
the program, and cited chapter 
and verse of case histories to show 
how the program works in actual | 
practice. 

“The battle grounds in this war 
are in our plants and communi- 
ties,” said Robert B. Brown, ANA 
board chairman, in setting the 
stage for the session. “The evi- 


dence that we have what it takes | 


LLY, 
Publishers Representatives 
SINCE 1928 


USS BLDG. GARFIELD BLDG. 


SAN FRANCISCO LOS ANGELES 
R 


get on with the job.” 
Duplication Is Minor 


Mr. Brown declared that there | 


is no important duplication of ef- 
fort by the Joint Committee, the 
Advertising Council, Brand Names 
F 


oundation and similar groups, 


but that all “these voluntary co- 
operative organizations are ren- 
dering an invaluable service to 
American industry” and each de- 
serves and “ought to get ample 


funds from industry and from ad-_| 
vertising to enable them to carry 


on their programs.” 


Mr. Brown introduced Kenneth | 


D. Wells, who recently was ap- 
pointed director of operations for 


the Joint Committee. Mr. Wells | 
committee’s 


reported the 
basic film, “This Is Our Problem,” 


has already been shown to more) 
than 250 groups of all kinds, in- 


cluding important trade associa- 
tions, editors, the Department of 
Labor, directors of the National 
Association of Foremen, and many 
others. Requests for showings are 
increasing constantly, he said. 


Other Booklets Coming 


More than 2,000 “Plan for Ac- 
tion” kits, first exhibited in an 
unfinished state at the ANA meet- 
ing in Atlantic City last fall, have 
been distributed. These will be 
augmented, late in May, by a sec- 


ond set of six booklets to be dis-| 


tributed at cost. The new series 
of booklets includes: 

“The Management Team—Fore- 
man to President”; “Case Studies 
of Employe Opinion Surveys”; 
“The House Organ Editor’s Role 


in Economic Education”; “Stock- | 


holder Relations Programs”; ‘“Suc- 
cessful Community Relations 


BURGOYNE 


test your plan . 


Burgoyne test market cities are fair 
samples of the heavily populated 
areas of the United States. 
monthly analysis of sales and in- 


ventories gives you a “pulse” of 


competitive brand strength. 


It is wise to pre-test any new mer- 
chandising plan... you can use one 
or several Burgoyne test cities as a 
basis for your national program. 


May Burgoyne set up a sales test 


program to fit your research needs? 


TES 


. . before you go 
SYRACUSE 


SALES 
Our pire State the palm as a 
test market ... No. 2 in 
the Atlantic States... 
No. 13 nationally*. 


Its employment has dou- 
bled since 1941 so it’s up 
to a big weekly industrial 
payroll of $3 million. 


SYRACUSE HERALD. 


com- 


JOURNAL gives 
plete coverage at low cost 
.. + 97.3% of ABC City 


City and Retail Trading 


nual food sales top $54 
million and $92 million, 
respectively. 


A good spot to “sample” 
east! 
"Fourth Test Market Survey 


Burgoyn CGprocery 


DIXIE TERMINAL 


CINCINNATI 2, OHIO 


_ MANAGEMENT | held three meetings: 
gives this Hub of the Em- toiq our people about themselves 


the busy industrial North- 


Curcaco — The best sale of 
the ANA conference here last 
week was made to J. D. Potter, 
union projectionist who did an 
amazingly competent job of 
handling the slide films, re- 
cordings, etc., shown at the 
sessions. 

Mr. Potter, who is vice-presi- 
dent of Local B-1031, Interna- 
tional Brotherhood of Electrical 
Workers, AFL, was so im- 
pressed with the slide film of 
the Joint Committee to Im- 
prove Public Understanding of 
Our Economic System which 
he screened for the ANA mem- 
bers that he asked Ken Wells, 
director of operations for the 
Joint Committee, to put the 
show on at a special meeting of 
his union. Local B-1031, em- 
bracing principally workers in 
|| radio set factories, has almost 
35,000 members. 


Programs in Action”; and “The 
Organization of Community Rela- 
tions Programs.” 

Another step to be taken calls 
for a series of seminars with top 
|representatives of industry, the 
first of which is scheduled for 
| May 3-5 in New York, with about 
40 industry representatives in at- 
| tendance. 

Although the Joint Committee’s 
complete plan calls for a three- 
phase operation—(1) plant and 
community activities; (2) national 
advertising, and (3) a long-range 
educational effort—Mr. Wells and 
other speakers on the program 
confined themselves generally to 
Phase 1. Recalling that the over- 
all Joint Committee plan requires 
activities which are acceptable to 
all segments of the population, 
Mr. Wells said: 

“We have, within the frame- 
work of this plan, something that 
is above and beyond conflicts be- 
tween management and labor and 
between segments of the popula- 
|tion. We have here the first teach- 
able presentation of the competi- 
'tive capitalistic system ever made.” 


6 Testimonials 


| Following Mr. Wells, the evi- 
|dence that “it works” was pre- 
|sented by six speakers who re- 
ported on varied employe and 
plant programs for increasing eco- 
nomic literacy among _ workers. 


The first was C. A. Reinbolt, ad- | 
promotion 


\vertising and _ sales 
|manager, American Central Divi- 
sion of Avco Mfg. Corporation, 
who told of the face-to-face series 
|of meetings with employes held 
‘in his company’s plant. These 
|/have previously been described in 
| ADVERTISING AGE. 

| His management has thus far 
“First, we 


—and ourselves. Second, we talked 


,about the system of government | 
economy under which they | 


| 


work and live, and pointed out 
how it affects them directly. Third, 
|we took up a major problem of 
'the day that not one of us knew 


the answers to—the Taft-Hart- 


ley law.” 


these three meetings, Mr. Rein- 


Zone families and 84% of| bolt cited the following results: 


“Within 30 days, scrap waste 


Zone families where an- went down 26%. There has been 
an over-all operational saving of | 


|10%. Production efficiency has 


gone up 20%. Labor relations have | 
We have had | 


improved greatly. . . 
complaints on wastefulness of fel- 


low employes, a new experience | 


for us. And community approval 


is shown by a jump of almost) 


/500% in applications for employ- 
ment.” 


Plant Tours Take Effect 


Jean Gordon, area manager in 
the public relations department 


_of General Foods Corporation, de- | 


| As at least an indirect result of | 


plant has resulted in sharply | 
changed attitudes toward the com- | 
pany on the part of visitors. For | 
|example, she said that surveys | 
jamong those who had taken a) 
plant tour showed 87% believe | 
/that the over-all effect of the use | 
|of machines in the plant had in- 
/creased jobs, while among non- 
| Visitors only 21% believe ma- 
chines increased jobs and 58% 
believe they decreased jobs. 

Similarly, although nothing was 
|said of profits on the plant tours, 
70% of those who took them 
profits were probably 
“reasonable,” whereas only 40% of 
non-visitors thought them “rea- 
/sonable” and another 40% guessed 
“very big.” 

Frederick Bowes Jr., manager 
of advertising and public rela- 
tions, Pitney-Bowes, Inc., said 
|that in his organization’s opinion, 
the job is basically an internal job 
within plant walls, and that “when 
men stand face to face and talk 
to each other” real results can be 
achieved. In his plant, periodic 
meetings with small groups are 
held, with the result that in the 
past year man-hour productivity 
has risen 9%, and, comparing 
postwar with prewar, it is up al- 
most 20%. 


Teach ‘Talking on Feet’ 


A. O. Buckingham, vice-presi- 
dent, Cluett, Peabody & Co., re- 
ported on a “conference leader- 
iship” program which has been 
'started in its plants, designed to 
'teach workers how to talk on their 
‘feet and conduct a_ conference. 
_Conferences are held constantly, 
/with speakers, including outsiders, 
|discussing basic economic issues 
as well as other subjects. Orig- 
inally, on this voluntary program, 
20 employes signed up; now there 
are 300 taking the course. 
| G. R. Schreiner, director of ad- 
| vertising, United States Steel Cor- 
|poration, reported on the results 
|of plant tours originated last fall 
|in Pittsburgh and since carried on 


|in other U. S. Steel mills. 

| Operating men were concerned 
|over safety factors and possible 
interference with production, he| 
said, but in the initial three days 
‘of Pittsburgh tours, 56,000 vis- 
'itors went through the plant with- | 
|out the semblance of an accident, 
|and production did not go down. | 
‘Instead, the three days on which | 
|tours were conducted proved 


| 


| There’s untold wealth at 


duction. 

Perhaps the most dramatic ex- 
ample of plant and community 
communications activities was 
supplied by R. J. Canniff, advoer- 
tising manager, Servel, Inc., who 
gave a detailed presentation of 
the organization and operation of 
his company’s employe and com- 
munity information service. 


Tells Servel Program 


The program embraces nu- 
merous studies of employe and 
community opinion, use of plant 
newspapers, divisional newslet- 
ters, letters, advertising, bulletin 
boards and a host of other com- 
munications channels. 

“An interesting aspect of our 
public relations program was dem- 
onstrated recently in connection 
with the renegotiation of our 
union contract,” Mr. Canniff re- 
ported. “In line with our policy, 
we determined to continuously and 
fully inform our employes. We 
used bulletins sent directly to the 
employes’ homes, blowups posted 
on bulletin boards, and similar 
media to keep them fully informed 
on both the company’s and the 
union’s position. 

“About 10 days before our con- 
tract expired a strike vote was 
taken with a minority representa- 
tion and we were advised by our 
local union representatives that 
a strike would be called unless 
union demands, which the com- 
pany felt were unreasonable and 
unrealistic, were met. 

“It became important therefore 
to accelerate the communication 
facilities to place all the facts be- 
fore the community as well as the 
employes quickly. We  accom- 
plished this by continuing em- 
ploye bulletins and by running 


OF DIAMONDS 


RIGHT IN YOUR OWN BACKYARD 


our elbow! 
15 million Negroes spend 10 billion 
dollars a year on every type product! 
Reach this big buying public through 
the Negro press. For information write 
Interstate United Newspapers, Inc., 545 


Fifth Avenue, N. Y., serving America’s 
leading advertisers over a decade. 
NOTE: We now have facts compiled by the 

® Research Co. of America on brand 
preferences of Negroes from coast to coast. 
Write now for this free information. 
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newspaper ads which set forth the | 
entire situation in a dispassionate 
but inclusive way. | 


Averted a Strike 


“Very shortly before the ex-| 
piration of the contract, the union | 
bargaining committee made a new 
proposal to the company which | 
also was turned down as being un- | 
justified. The company continued | 
to make its position clear, and as | 
a result, employes requested a | 
second strike vote with secret bal- | 
lot, which was taken and at which | 
58% were against striking.” 

Robert M. Creaghead, head of | 
his own internal relations organi- | 
zation, told the meeting that sound | 
employe relations can be achieved | 
only with constructive top man-| 


agement leadership, sound or- 
ganization structure, good staff 
personnel work, and objective 


analysis and dynamic indoctrina- 
tion. Advertising men can’t ac- 
complish anything by themselves, 
he said, but with the proper top 
management thinking and coop- 
eration, they are ideally able to 
perform the necessary tasks. 
Stuart Peabody of the Borden 
Company, who is vice-chairman 
of the Advertising Council, re-| 
ported that the council is ready 
to move forward rapidly with 
Phase 2 of the over-all program, 
involving the use of national ad- | 
vertising, and that 11 ads, plus a 
booklet, “The Miracle of Amer- | 
ica,” have already been approved | 
by the various public service and | 
other committees of the Adver- | 
tising Council. All ads will carry | 
a box reading: ‘Approved for} 
publication by Evans Clark, | 
Twentieth Century Fund; Boris 
Shishkin, AFL; Paul Hoffman, 
Studebaker Corporation.” 


All-Out for Ad Funds 


A move to develop advertising 
support for the campaign, which 
it is hoped can be scheduled as a 
single campaign in the same way 
that a product campaign is run, 
will be launched at a meeting in 
New York, May 3, to be presided 
over by C. E. Wilson, president 
of General Electric Company, he 
reported. In seeking funds to sup- 
port the advertising, every effort 
will be made to get new money, 
rather than to switch present ad 
funds, he said. 

Mr. Peabody 
there has been 


emphasized that 
some misunder- 
standing about the Advertising 
Council’s place in the over-all 
plan. “Certainly,” he said, “this 
job can’t be done by national ad- 
vertising. The plant level job is 
the basic job. But national ad- 
vertising can help, and in this 
area the Advertising Council is 
best able to operate.” 

Paul B. West, president of the 
ANA, summarized the meeting in 
a simple 12-point, step-by-step 
analysis which reviewed the prob- 
lem and emphasized that the ad- 
vertising method, applied by “we 
business men in advertising,” is 
a remarkably sound and effec- 
tive instrument for meeting the 
difficulties involved. 


House Overrides Veto 
on SS Tax Exemption 


Che House voted 307 to 28 last 
Wednesday to override a Presi- 
dential veto of legislation exempt- 
news venders from _ Social | 
curity taxes. Over 100 Demo-| 
crats joined Republicans in over- | 
riding after Rep. Bertrand Gear- 
hart (R., Cal.), sponsor of the bill, 
Ss 
f 


mT” > 


So.id that Social Security payments | 
venders 

ficulties. 
°resident Truman protested the 
l as an effort to reduce the 
pe of Social Security coverage. 


raised contractual 


no 


Harris Advanced 


eighton G. Harris has been 
homed assistant director of ad- 
Vertising of the New England Mu- 
tual Life Insurance Company, 
Boston. He has been with the. 
Company for six years. 


|\Let FCC Handle 
Clear Channels, 
_ Capehart Urges 


, | Wasuincton — Foes of “super- 
» |power” radio, nearly 50 strong, 
paraded before the Senate inter- 
state commerce committee last 
week arguing that the government 
should limit station power, and 
/break up the clear channels. 

| Answering the “clears” who 
had held the stand during the 
first week (AA, April 12), repre- 
sentatives of regional and local 


,the matter was too technical for) year, were authorized, connecting 

Congress. | Detroit, Toledo and Buffalo. There 
He suggested that the decision | Will be terminals at South Bend 

be left to FCC, which has studied | 224 Danville, Ill. 

the problem for more than three 

years. 


Celanese Promotes Two 


Albert S. Dempewolff, assistant 
advertising manager of Celanese 
Corporation of America, New 
York, since 1940, has been 
pointed advertising manager of 


the company, succeeding Edward | 

|S. Morse, who has been made di- | ;, 

rector of public relations. “Building a home without the vital 429% is 
just as silly as trying to build a sports trade 


NEW DRESS—This new family of labels 
was created for the Richelieu line, 
packed by Sprague Warner, Chicago, 
by Ernst A. Spuehler, Chicago designer. 


To McGeehan & O’Mara 


WESB, Bradford, Pa., 


tive. 


stations contended that their pro- 
\gramming would be more useful 
to residents of rural areas. 
Several witnesses warned that 
|“superpower” might become dan- 
gerous in the event that FCC re- 
\laxed its ban on editorializing by 


| AT&T Plan Approved 


Network television service for 
half a dozen large cities in the 
|northeastern states area will be 
|available under AT&T expansion 
|plans approved by the FCC last 
week. 


campaign without SPORTS AGE. 42°, of 
its paid retailer subscribers read no other 
trade paper in this field. 


Mutual 
affiliate, has named McGeehan & | 


O’Mara as its national representa- | : 
‘hart (R., Ind.), complained that | facilities, to be completed this 


|station owners. A $1,400,000 microwave relay 


| With the committee driving to | system to be in operation by June The Business Magazine of the Sports industry 


: : : | 15, 1949, was approved, connectin GEYER PUBLICATIONS — Est. 1877. 
close discussions early this week, | Ghica i endl ade and a Pu of GEYER’S TOPICS, OFFICE MAN- 
‘one member, Sen. Homer Cape- | it d Toled Coaxial cabl ART BUYER, SPORTS AGE ‘and Trade Direce 
roi an oledo. Oaxial Cable | FIFTH AVE, NEW YORK |. N.Y. 


How many times have you heard those words? Just a few 
more stops, she says, and proceeds to cover the neighbor- 


hood stores completely. 


Most women start in their grocery store. The majority 
have one additional purchase to make at another store... 
at least half, have two or three more stops to make — the 
drug store, the hardware store or the variety shop. 


One and a half million of these active neighborhood shop- 
pers are regular readers of FAMILY CIRCLE. The proof 
of this is in the fact that they can buy FAMILY CIRCLE 


only in a neighborhood chain grocery store. 


Women read FAMILY CIRCLE in a buying mood. What 
a place to display your wares — everything a woman buys 


— from necessities to luxuries. 


magazine 


Covers the neighborhood market 
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To Advertising House 


H. L. Judd Company, eed 
York, maker of drapery fixtures 
and household hardware, has ap “nd 
pointed Advertising House, New | 
York, to handle its advertising, | 
effective May 1. 


606 s. Dearborn St. ‘Chicago 5 
Send fer Rote Card and CCA Statement 


ANA Speakers 
Find Honeymoon 


ls Finished 


(Continued from Page 1) 


Emphasizing with statistics that 
market potentials vary terrifically 


for each product in terms of geog- | 


raphy and population character- 
istics, Alfred Stanford, director of 
the Bureau of Advertising, argued 
against the use of “prefabricated 
advertising media” at the start of 
campaign planning. He urged that 
media “of fixed national pattern” 
be considered as supplementary 
to local media, rather than the 


| other way around. 
How Shell Oil Company identi- 


fies campaign copy and treatment 
with the individual community 
was reported in an off-the-record 
talk by Carl J. Smith, assistant 
sales promotion and advertising 
manager of Shell. 

At a session on advertising de- 


partment organization, Howard R. 


Bloomquist, Toni, Inc., told how 
his company, which is less than 
four years old and less than two 
years old as a national advertiser, 
has managed to snag almost 90% 
of the home wave business in a 
market which has increased 245% 


in total, giving Toni a 500% in-| 
crease in about a year and a half. | 


Suggests 5-Point Plan 
The three basic points to con- 
sider in organizing the advertising 
department, he said, are product, 


'functions, and agency. With the 


WORCESTER Tops All 


Major New 
in January 


RETAIL SALE ACTIVITY 


The United States Department 
of Commerce reports January 
1948 Retail Sales compared 
to January 1947: 


Retail Sales 


England Cities 


3 


Apparel 
Group 


Total 


WORCESTER 


+9% 


| [SPRINGFIELD 


2% + 8% 


BOSTON 


— 9% 


1% + 3% 


— 12 % 


+ 2% 


The key to this beehi 
Worcester Telegram- 


the Worcester Market, is 
J 


ive of Retail Sales Activity is the 
Gazette. Daily circulation in ex- 


cess of 140,000 and Sunday circulation over 100,000. 


The new 1948 revised and improved Druggist Route List, of 


now available. 


The TELEGRAM -GAZETTE 


WORCESTER, MASSACHUSETTS 
GEORGE F BooTH Pub&shen- 


MOLONEY, REGAN & SCHMITT. INC.. NATIONAL REPRESENTATIVES 
OWNERS of RADIO STATION WTAG 


Advertising Age, 


DISCUSS NEWSPAPERS—The newspaper committee of the Association of National Advertisers, headed by Robert J. Keith, 
Pillsbury Mills, held a special luncheon to discuss its activities at the ANA meeting in Chicago. 


peculiarities of the product, 


the | or to question his rates would lead | rubber is used. 


functions to be performed, and the | to ill-will and friction. 


agency relationship 


Alexander Rogers, 


clearly de-| 
fined, it is relatively simple to or-| the contrary. We have found that pecially like Page 1. . 
ganize a satisfactory department, | 
maintained. 

advertising 
manager, Libby, McNeill & Libby, | 


“Our experience has been just 


steadfast insistence on living up 
to terms of cooperative agree- 
ments has produced good results, 
and has gained for us the reputa- 


. Research shows 
the importance of position in mag- 
azine advertising. We do not es- 
. but we 
use Page 1 whenever we can get it 


| because our research people tell us 
| that the most observation per dol- 


lar is on this page opposite the 


said there are five important steps | tion of being meticulous about all | second cover. . 


to take in organizing the adver- 
tising department: 

1. List all the continuing jobs 
done 
don’t forget any. You'll be sur- 
prised at how many there are.’ 


in your department —“and | 


our obligations to our customers | 
/and expecting the same treatment | 


| from them.” 

Lowell R. Volz, display manager, 
Walgreen Company, told the group | 
|that his company maintains the | 


“Research shows us the economy 
of newspaper coverage in large 


| markets versus small markets. . . 
But it also shows us that we can 


get about the same readership with 
a 300-line ad in the small city 


2. Write complete job specifica- | largest experimental display de-| newspaper as we can with a 500- 


tions for each job. 


partment in the business, because 


line ad in a large city news- 


3. Sort out the list into related | it believes display to be the most| paper. . .” 


jobs which can be logically as- 
signed to the same person. 


4. Indicate the lines of responsi- | 


bility and authority clearly. 
5. Devise and operate a good. 
follow-up system. 


Scores Co-op Abuses 


The most important thing to re- | 
/member in helping your dealers. 
|sell is that 


“the dealer 
partner and our sales headquarters | 
|}are really in the dealer’s store,” 

Henry Schumacher, manager of the 
/merchandising service division of 


“Swift & Co., told the group. 


Cooperative advertising threat- 
ens to degenerate into a racket) 
which will “surely kill it altogeth- 
er,” Walter H. Lowy, vice-presi- | 
dent of Formfit Company, told the 


ANA. He called for uniform co-| 


op advertising arrangements, ex- 


change of rate information among | 
national advertisers, and strict en- | 


forcement of contractual terms. 
Mr. Lowy charged that increas- 

ing numbers of retail combines are 

being formed “for the express pur- 


pose” of making a profit on co-op | 


advertising, and that merchant or- 
ganizations in eight cities “are 
inflating their claims from 15% to 
100% above publishers’ net rates.” 


Getting Tough Pays Off 


“For 18 years,” he said, “Form- 
fit has been insisting upon honest 
compliance of retailers with our 
co-op advertising arrangements.. . 
Many national advertisers feel that 
to doubt the integrity of a retailer 


is your | 


effective single method of selling. | 
|His company has developed eight | 
“P's” of displays, he said: “Proper 
Products, Pleasingly Presented, | 
Produce Purchases Paying Profits.” | 
‘His department regularly fills the 
‘equivalent of 3% miles of win- 
| dows, he said. 


Some Goodrich Formulas 


Six formulas, grouped under) 
readership, reputation, research, 
repetition, reproduction and retail- 
ing, help his company reduce ad-| 
| vertising costs, Frank T. Tucker, | 
director of advertising, B. F. Good- | 
rich Company, said. 

On readership, Goodrich follows | 
the continuing studies of newspa- 
per reading and the Starch reader- 
ship reports carefully, charting 
them by publications and by com- | 
petition. “We have learned,” he | 
said, “that there are really no dull | 
subjects—not even tires—but that | 
'there are some dull writers.” | 

On reputation, he said, “we try | 
to reduce advertising costs by mak- | 
ing our copy sell not only the prod- 
uct advertised but also the good | 
reputation of the manufacturer.” 


| 
Guided by Research 


Research, Mr. Tucker said, “has | 
shown us how to reduce the num- | 
ber of magazines we have cats 

| 


| 


using. . . It points the way to cuts 
in weak or secondary media. Re-| 
search has shown us the economy 
of using a few horizontal publica- | 
tions instead of many vertical pub- 
lications in the many fields where | 


Needs No Layouts 


On repetition, Mr. Tucker said: 
‘One of the greatest wastes in ad- 

vertising, in my opinion, is chang- 
ing the copy theme or the adver- 
tising format before the public has 
really had a chance to get ac- 
quainted with it (Our ‘develop- 
ment’ campaign is now in its 14th 
year). Another great waste is in- 
adequate advertising.” 

Showing a number of BFG ads, 
Mr. Tucker asserted that impor- 
tant sums have been saved in this 
| series because “over the years we 
|have spent millions of dollars for 
publication advertising without 
| spending a dollar for a rough or a 
comprehensive layout.” ‘We don’t 
need any layouts for this cam- 
paign,” he said. “All we have to 
| do to get approval on one of these 
‘ads is to submit the photograph 


Cut your composition costs to the 
bone, but get just-like-type reproduc- 
tions by using VARI-TYPE service. 
Ideal for presentations, folders, house- 


organs, etc. Perfect for stencil or 


planograph work. Write or phone for 
specimen sheet of type faces and 
quotations. 


Preparation 


i 
Tel.: RANdolph “aT 
CHICAGO 6, HL. 


Tech Copy 


208 N. WELLS ST., 


YOU CAN MAKE s DO THE WORK OF *3 


} The Eagle Magazine with 1,052,000 circulation, is the fastest growing fraternal pub- 
} lication in its field, and the following figures taken from Standard Rate and Data 
\ show that its rates are the lowest: 


RATES FROM JULY 


MAGAZINE 
Eagle... 
Sikes . 
Foreign Service 


704 WARNER BUILDING - 


15, 1947, SRDS 


MAXIMIL MINIMIL 
3.74 3.56 
- 5.10 4.84 
4.42 4.12 
8.24 7.84 
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and the typewritten copy, because 
our people are so familiar with the 
format we use.” 

‘And we have found that you 
can repeat many ads... and that it 
pays to repeat successful ads, and 
you save plenty on production 
costs.” 


Plays to Retailers 


On reproduction, Mr. Tucker 
said that complete instructions, 
elimination of retouching, a pref- 
erence for square halftones, and 
similar common-sense attention to 


production details pays off hand-| 


somely in reduced costs. 

B. F. Goodrich spends a very sub- 
stantial amount of money merchan- 
dising its advertising to retailers 
and providing material for them, 
because “this follow-through, 
if carefully done, decreases rather 
than increases the cost of advertis- 
ing,” Mr. Tucker said. 

There will probably be almost 
1,450 trade shows, exhibits and 
fairs this year, as compared with 
1,134 last year, R. H. DeMott of 
SKF Industries and a board mem- 
ber of the Exhibitors’ 


explaining his organization’s work 
on behalf of exhibitors at shows. 


Wallace W. Lockwood, advertis- | 


ing manager, Taylor Instrument 
Companies, emphasized that adver- 
tisers must examine trade show 
exhibits as carefully as they do 
other media, and_ particularly 
stressed the importance of requir- 
ing show sponsors to provide ad- 
vertisers with detailed information 
on the people who attend. 


Committees Meet 


An off-the-record talk on the 
results of two years of research 
into advertising effectiveness was 
also presented at the Tuesday ses- 
sion by John Maddox of Fuller & 
Smith & Ross. A similar off-the- 
record talk on how U. S. Steel sells 
advertising effectiveness to man- 


Advisory | 
Council, told the ANA members, in | 


Six ’S. F. News’ 


Ads in 10 Best, 
ARF Study Shows 


New YorkK—Six advertisements 
‘in the Feb. 4 issue of the San 
Francisco News attracted enough 
attention to place among the 10 
best-read ads measured to date, 
in their respective categories, in 
the Continuing Study of Newspa- 
/per Reading, according to the Ad- 
|vertising Research Foundation. 
Two color ads, both national, 
|won places on the list of national 
|ads best-read by women and one 
of them also placed on the men’s 
list compiled for the survey issue. 
A 1,000-line red-and-black Car- 
ination ice cream ad topped the 
|'women’s list that day and placed 
second on the men’s list by scor- 
ing 35% for women and 23% for 
men. 

The other color ad, an M. J. B. 
Coffee display which used green 
with black, ran 1,000 lines on the 


|back page of the paper where it/ads that day. 

|caught the attention of 13% of the In addition, the Yellow Cab ad 
‘men and 17% of the women. The j had the third highest index rating 
|women’s score was high enough (men, 86 and women 47) recorded 


‘to give it fourth place on their to date in the _ transportation 
! list. group. Other national ads win- 
Two national advertisements|ning places in all-study index 


lists was the Aerolux Tire Tube 
display, seventh highest recorded 
so far in the automotive classifica- 
{tion and Dill’s Best tobacco, tied 
for third place on the index list of 
‘tobacco products ads. 


‘ranked among the 10 best-read 
lads, in their respective categories, 
for all studies to date. One was a 
|1,000-line Zenith radio display 
|'which took a three-way tie for 
third place on the all-study house- 
hold list by scoring 26% with the 
‘men and 20% with women. It 
also topped the men’s list of best- 
read national ads in the survey 
issue. 


Yellow Cab Takes 7th Place 


A 232-line Yellow Cab Com- 
| pany ad styled as a humor panel | 


was read by 20% of men and 
11% of women, high enough to |G-E Issues Booklet 


give it seventh place, on a per cent} General Electric Company has 
basis, among all transportation | "Produced several items used in 
advertisements measured so far | the company’s program of price 
It also gave it fourth place on the | 
men’s list of best-read national material shows what the company 


Dutton Appoints Brobst 


Buy H. Brobst, formerly sales 
| manager of Orr & Sembower, 
|Reading, Pa., has been named 
sales manager of C. H. Dutton 
Company, Kalamazoo, Mich., 
boiler manufacturer. 


has done teward overcoming the 
problem and toward creating a 
better understanding of inflation 
and deflation. G-E launched this 
program in January. 


Widely used by Flour 
and Feed Migs. for post- 


ing prices. Industrial 
plants use them for work 
schedules, recording 
number of days worked 
without accident, special 
information, etc. Silk- 
screen processed on steel 
or Hardboard. 

Advertisement at top may be in two, three 
or more colors, and may occupy any portion 
of sign. All sizes from 12” x 18” up to 48” 
x 72”. Any quantity from 10 to 10,000. Write 
for quotation. Mention size and quantity 


wanted and number of colors to be used on ad. 


BERLEKAMP SIGN CO. 


Dept. 120 Fremont, Ohio 


This Unique Readership 


Management Executives 


NATION-WIDE SECTIONALLY 


agement and salesmen was pre-. 


sented by G. R. Schreiner, U. S. 
Steel advertising director. 

The Radio Council and numer- 
ous ANA committees held closed 
sessions during the conference, the 
entertainment high spot of which 
was a feature show by National 
Broadcasting Company on Tuesday 
evening. 

Words of cheer on the outlook 
for business were given to the as- 
sociation Monday by Charles F. 
Ross, president of Econometric In- 
stitute, New York, who asserted 
that for the next several years 
“business sales may be forecast at 
current levels or higher” and that 
aS a consequence, “advertising 
budgets should generally be in- 
creased.” 

Sees Good Year 


Only too heavy taxes, a Federal 
Reserve board policy of tight 
money and substantially increased 
imports of finished goods could 
turn profits down substantially, he 
said. The prospect of too-high 
taxes has already been solved for 
al least the current year, and Fed- 
eral Reserve Board ardor to tighten 
tne money supply has been damp- 
ened, while heavy imports are un- 
lisely for several years. ‘“Conse- 
quently,” he said, “profits must be 
forecast at high levels, although in- 
creasing competition will prevent 
them from remaining as high as 
rently.” 

Capitalism can survive if Ameri- 
ns take a realistic and courag- 
us attitude toward their form of 


Am 


lumbia University, told ANA 
embers at the closing luncheon 
S-ssion Wednesday. 

Prof. Hacker said Americans 
ve too frequently stressed their 
onomy as the profit system, with- 
it emphasizing that with profits 
me risks and losses. He urged 


eaknesses in our system before 
ey become “soft spots” and tar- 


gets for those opposed to our pres- 
eit economy. 


at steps be taken to clear away | 


Advertise for the ‘“‘YES” that gets ACTION .. . through the pages that decision- 


making executives value more highly than any other publication 


HETHER your market is con- 


fined to the East 


or stretches clear across the coun- 
try — here is the low-cost way to 
reach business and industrial 


leaders. 


Active top-management men 
depend daily on The New York 
Journal of Commerce or the Chi- 
cago Journal of Commerce. For 
business-news 


exclusive national 
features and the local 


their own business area. They are 
not merely financial papers — they 
are the only complete daily busi- 
ness newspapers published. 

The Journals of Commerce hold 
the confidence of 75,000 subscribers 
who pay $20 a year to read it. A 
proved readership of more than 
200,000 presidents, vice-presidents 
and other production, purchasing, 
sales and traffic executives. 

J-of-C circulation represents the 
highest concentration of business 
and industrial decision-making offi- 
cials now available for advertisers. 


The Journals Commerce 
Chicago Fournal of Commerce 


‘onomy, Prof. Louis M. Hacker, | 


53 Park Row, New York 15, N. Y. 


TOP 


Che Journal offommerce 


Do you advertise a business prod- 
uct or service? A commercial or in- 
dustrial commodity? A consumer 
product with a top-income market? 
Do you have an institutional mes- 
sage for top management? 

Write or telephone for the Story 


or the West, 


decide, 


of the Greater Journal of Com- 
merce Market and rate cards. One 
order buys either or both, for see- 
tional or nation-wide coverage. 
Get to the men who DECIDE... 
in the dailies that HELP them 


spot news of 


Nation-wide concentration of Top 


Management 


A Few of Thousands of 
J-of-C Advertisers W ho 


Are Also Subscribers 


Commercial Solvents Corp. 
Corn Exchange Bank Trust Co. 
Mohawk Carpet Mills 
Armour & Company 
Burroughs Adding Machine Co. 
Firestone Rubber & Tire Co. 
Eastman Kodak Company 
New York Life Insurance Co. 


Royal Typewriter Company 


NEW YORK 
12 East Grand Ave., Chicago 9, Ill. 
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Magazine Incorporates 

Western Family Publishing 
Company, Hollywood, formerly a! 
partnership, has been incorpor- 
ated as Western Family, Inc. 
Management of Western Family 
magazine will remain as before 


| Nielsen Figures on Top-Rated Shows 
Week of March 7-13, 1948 


All figures copyright by A. C. Nielsen Company 
15-60 MINUTE PROGRAMS 


EVENING, ONCE-A-WEEK, 


with E. A. Seymour as president | 


and Paul L. Mitchell as Ist vice-| 


president and general manager. 
Herbert H. Sternberg, manager of 
account service, has been named 
vice-president in charge of adver- 


tising and C. B. Foster is treas-| 


urer. 


YOuR SALESMEN 


Reacu 
PROSPECTS 


CANT 


NATI ONS 


Total Audience 


| Cur. Prev. Cur. Points Cur. Prev. Cur. Points 
ux ruth or sequences. . .26. 

ibber McGee olly . ibber McGee olly.. .24. j 
4 2 Amos ‘n’ Andy.......... 26.7 —22| 4 12 Jack Benny ............. 23.4 37|chasing, had been active in per-| 
Godtres’s Scouts ....... 38.8 +33 | Godtrey's Scouts +18) suading the company’s 17 direc- | 

| 7 Life of Miley............ 21.7 +2.1| 7 9 Fred Allen ............. 20.7 ors to elect Mr. Riggio president 

8 Fitch Bandwagen +12 | Bod Nope 20.2 within four days after the death | 

. .8 | arlie McCarthy ....... 

25.9 —0.7/10 18 Fitch Bandwagon ....... 197 +13 Of George W. Hill Sr. 

20 Your Hit Parade......... 25.8 4+3.4) 11 11 Mr. District Attorney. ..19.5 

/12 9 Charlie McCarthy ....... 2.0 —1.5) 12 5 My Friend Irma......... 19.0 —3.7| Repeats Invitation 

113 14 Mr. District Attorney....24.8 13 17 Life of Riley........... 188 +0.3) ; 

3 My Friend Irma......... 23.0 ret Red Skelton In his April 8 letter to stock- 
reat Gildersieeve ....... +2. —2. : 

16 18 Inner Sanctum .......... 22.1 —0.1|16 NR Judy Canova ............ 118 124 D0lders, Mr. Riggio repeated, in 
Red Skelton 22.8 7 WR Your Parade. 11.3 +42 slightly different form, the invita- 

19 NR Judy Canova ........... 272.0 +1.8 19 NR Kraft Music Hall........ 169 0.6 On made by Paul M. Hahn, ATCO 
/20 NR Kraft Music Hall........ 21.9 +0.5/20 15 Screen Guild Players.....16.7 —1.9| Vice-president, at the April 7 
meeting. Mr. Hahn had said there 

2705 would be no discussion of adver- | 
one Ranger ............ | one Ranger ............ | ticj | 

2 Bill Henry News......... 135 2 2 Bill Henry News......... 124 —93|"Sing—except in the company’s | 

3 3 Edward Murrow...... 12.5 —05| 3 NR Club Bob Crosby... 9.5 Offices, where he and Mr. Riggio 


DAYTIME, 2 TO 5 A WEEK, 


1 4 Backstage Wife ......... 12.4 +0.9 
2 3 Arthur Godfrey ......... 12.3 +0.4 
3 5 Right to Happiness...... 12.1 +0.6 
5 15 Young Widder Brown..... 11.6 +1.4 
6 10 When Girl Marries....... 11.5 +0.8 
1 8 Ma Perkins (CBS)...... 11.3 +0.2 
8 2 My True Story.......... 11.3 —0.6 
9 11.2 +0.8 
10 1 Our Gal, Sunday........ 11.0 =—1.0 
11 > 10.7 —0.5 
12 6 Wendy Warren .......... 10.6 —0.8 | 
13 11 Rom. Helen Trent....... 10.5 —6.1 
4 NR Pepper Young .......... 10.4 +0.6 
5 NR Portia Faces Life........ 10.3 +0.3 


DAYTIME, SATURDAY OR SUNDAY, 5-60 naoweree 


FC&B Incident 
‘Closed,’ Riggio 
Seeks Peak Sales 


Average Audience 


‘always were glad to see stock- 


15-30 MINUTE PROGRAMS holders 

1 2 Backstage Wife ......... 11.1 0.5 ~ 

2 3 Right 10.8 tos Mr. Riggio’s letter said: 
3 6 Stella Dallas ........... os +87) All of the officers and directors of 
| When Girl Maries". company are interested in 
| 6. 5. Ma Perkins (CBS)...... 99  -—02| your views. .. If any stockholder 
" Recemary dais +88) business with us .. . we shall be 
Rom. Helen 0.1|Slad to arrange a time that will 
2 My True Stery $2 °° mutually convenient.” 

NR Portia Faces 02| He ridiculed the suggestion that 
15 10 Wendy Warren .......... $1 —03)his wife and son-in-law, Monty 


“Hackett, approved and sometimes 
altered FC&B’s advertising—point- 


| duced in this period when FC&8 


ls The hol book 
m Che business 


NR—Not ranked in previous report. 


| 1 1 True Detective Mystery.. 
2 3 The Shadow 

3 5 Howse of Mystery........ 11. 9 
Grand Central Station..11.4 


Armstrong Theater ...... 10.6 


Publisher Moves Office 


Bruce Publishing Company, Mil- 
waukee, is moving its Chicago of- 


4 Armstrong Theater 
- 


| is manager. 


VERY NIGHT 


NATIONAL 


WAKES UP 


~SCREAMING! 


MANAGER 


little wonder our National Advertising Man- 
ager is wearing down! The migration to the 
Southwest has flooded Phoenix with new Repub- 
lic and Gazette subscribers . . . making tight 
ad-space tighter! It's a nightmare. . . for the 
rationed ad-manager. If he must ask for smaller 
copy or alternate insertion dates, please remem- 
ber: He's doing everything he can to run your 
schedules as you want them. 


REPUBLIC and GAZETTE 
Represented by 


/ 
KELLY-SMITH COMPANY 


New York e@ Chicago e Los Angeles San Fyenelece e@ Detroit 
Atlanta Philadelphia Bosto 


fice April 26 from 105 S. LaSalle | 
St. to the Civic Opera building, 20) 
esas | N. Wacker Dr. Eugene E. Murphy | 


Nielsen Ratings 
Show Lux Behind > 
‘Truth’ Average 


Cuicaco—The Nielsen ratings of | 


top-ranking programs for March 7 | 


to 13 shows the Lux Radio The- 
ater (on CBS) still at the top in 
total audience, although its rating | 
dropped from 40.1 to 35.0, but the 
program fell off 6.9 points in aver- 
age audience and dropped saeoeend 
“Truth or Consequences.” 

On the Saturday it cal 
Jack Benny as a walking man, 
“Truth” (for P&G on NBC) hada 
26.5 average audience rating 
a 30.5 total audience. 


was a 1.6 gain and moved it orem | 


| fifth to second place. 
| Its rating pulled up three fol-| 
lowing shows: 
(P&G), “Your Hit 
'(American Tobacco) and 


Parade” 


|Mall budget and plans: 


Tes] ing out that he himself had had 
— some experience with advertising, 


§\ and that for four years, 1927-30, he 


“What busi- | 


As to the report that Herbert | 


Tareyton cigaret, recently placed | 


with M. H. Hackett, 
“$500,000 account,” 
‘called Tareyton 
|For a tryout campaign on it, for 


Inc., 
Mr. 


is a 
Riggio 


six weeks in the New York metro- 


|politan area, “only $27,000 has 
been budgeted. We don’t know 
what we’ll do beyond that.” 


Pall Mall Is Hahn’s 


was in charge of the company’s. 
|advertising as well as sales. 
|course, I’ve shown proofs of ads 
'to my wife,” he said. 
ness man hasn’t?” 


“Of 


“a little baby.” | 


He would not talk about Pall | 


|Hahn’s business.” Paul Hahn also 


| Emerson 
“Life of Riley” | 


“Judy | 


and president of American Cigaret 
The latter|&* Cigar Company, which dis- 


tributes Pall Mall. 
Mr. Riggio was surprised when 
Foote, president 


“That is | 


of | 


| FC&B, announced that he was re- | 


signing a “$12,000,000 account.” 


| Canova” (Colgate) gained 2.1, 3.4| but “advertising figures belong to 


and 1.8 points, respectively. 
|Benny’s show on NBC the next 
night gained 3.1 points and moved | 

up from 15th to sixth 
/audience, reaching a high of 27.9 
this season. 


Among daytime 2-to-5 a week | | predecessor 


| programs, “Backstage Wife” (for 
|Sterling Drug, NBC) moved from 
|fourth to first in total audience 
with an 0.9 gain to 12.4. “Our 
|Gal, Sunday” (American Home 
Products, CBS) dropped 1.0 and 
|from first to 10th place. 


WENR-AEBC Promotes 


Skotch, Kilian, Fisher 
Ed Skotch, producer with ABC’s 
central division, has been ap- 


/pointed production manager of 
the division’s AM and FM opera- 
tion. He succeeds Fred Kilian, 
/who has been named director of 
television programming. Both ap- 
|pointments are effective May 1. 
Joe G. Fisher Jr., spot sales 
service manager of Station WENR, 
| Chicago, has been named account 
/executive of WENR local and 
| ABC spot sales department. 


Nelson Mills Promoted 


Nelson Mills, vice-president and 


the corporation.” 
Mr. Riggio said that “I haven’t 
discussed the Foote resignation 


in total | With Lasker.” Long a close friend | 


of George W. Hill Sr., Albert Las- | 
| ker controlled Lord & Thomas, | 


'general manager of Pacific Out-| 


door Advertising Company, Los 
Angeles, has been promoted to ex- 
ecutive vice-president. 


of FC&B, which 


handled Lucky Strike advertising | 


for many years. 
ported to be a_ stockholder 
American Tobacco. 


in 


Mr. Lasker is re- | 


No successor has yet been ap- | 


pointed to replace George W. Hill | 
Jr. as vice-president in charge of | 


advertising, nor to Everard Meade, | 


advertising manager. Samuel A. 


Harned, vice-president of BBDO, | 
has been named Lucky Strike ac- | 


count executive. Under Mr. 
Harned on the Lucky Strike ac- 
count will be John Thomas as ac- 
count executive, Len Carey and 
Jack Denove. Mr. Thomas will 
be primarily in charge of printed 
advertising; Mr. Carey, 
BBDO’s Los Angeles office, 
charge of the radio part of it, and 
Mr. Denove 
chandising. 


Ivy Lee & T. J. Ross on Jan. 1) 


was reinstated as public relations 
counsel. 


Luckies Ads Holding Up 


Mr. Riggio was mildly irritated 
at the implication that Lucky 
Strike advertising was being re- 


from | 
in | 


in charge of me | 


|is relinquishing the account and “Lu 
BBDO has not yet fully taken § wé it 
it over. “The Jack Benny and ‘hit §he 5@ 
Parade’ programs are continuing,” rCé 
che explained, “as are the § cover 
zine and television campaigns.” an 
The magazine campaign was ex- § 
| panded a bit last fall, with addi- 
‘tion of women’s magazines and § 
Look. He “hoped” there will be will 
summer newspaper throu 
“Tonight on Broadway,” a tele. tising 
‘vision show over CBS, through § 
FC&B, is being tested to the ex- § “4! 
'tent of three performances. Other gio 
| Lucky Strike television is handled ff Luck: 
‘through N. W. Ayer & Son. to ge 
| Mr. Riggio expects BBDO to §'° | 
(take over the Benny and “Hit sion 
Parade” programs within a month, oped 
and the magazines “probably a 
bit later.” About 60% of Lucky Sin 
Strike expenditures have been in §. ~ 
radio. He would not comment on nae 
reports that Secretary of Agricul- aa 
ture Anderson had forced with- 20 ; 
drawal of a radio-promoted theme — 
to the effect that “U. S. tobacco a2 / 
eight 
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n FC&s graders smoke Luckies 2 to 1.” | 
unt and “Lucky Strike Green,” which | 
y taken § went off to war several yéars ago, | 
and ‘Hit §he said, “is not coming back.” 
inuing ” 'C&B’s statement of resignation | 
mag . covered Lucky Strike, Pall Mall 
igns.”’ and Kensitas cigaret, sold in Brit- | 
was e~. fain. No agency has yet been ap-| 
h pointed for Kensitas. The com-| 
es and pany’s cigars and pipe tobaccos | 
will bo be promoted primarily) 
mpaign. through point-of-purchase adver- | 
a tele. §tising. AA neglected to ask about 
through chewing tobaccos and snuff. 
the ex- ‘All of my emphasis,” Mr. Rig- 
. Other gio added, “will be placed on 
handleq § Lucky Strike. I want to continue 
n. to get good advertising for this 
IDO tp fine product. Advertising expan- 
d “Hit will depend on plans devel- | 
month, oped with BBDO.” 
ably a Sales Force Doubled 
Lucky 
een in Since the war American To- 
rent on pacco’s sales force has _ been 
gricul- doubled. It now numbers about 
with- 200 men. They call on jobbers, 
theme retailers, and give showings be- 
fobacco fore consumers of a 10-minute 
“LS/MFT” sound film. In the past 


eight years an average of 7,000,000 
people annually have seen the 
film and been given sample pack- 
ages of Lucky Strikes. 

With self-contained projector, 
the equipment folds in the form 
of a valise and weighs 40 pounds. 
American Tobacco has bought 600 
of them—enough for two ma- 
chines for each man (at $500 a 
machine), with plenty of allow- 
ance for “spares.” A _lighter- 
weight, larger-screen machine is 
now being developed. 

Eugene F. Mooney, general sales 
manager, ran off the film—with 
a convincing sales talk—for Mr. 
Riggio, Alfred Bowden, his ex- 
ecutive assistant, and AA, in the 
board room. Tobacco auctioneers 
gave reasons for their preference 
for Lucky Strike, and Frank 
Sinatra sang. 

Vincent Riggio helped write the 
continuity for it. Lucky Strikes 
are sold in about 1,000,000 retail | 
stores and 250,000 vending ma- 
chines in the United States. Al- 
though Luckies for eight years 
have been first in sales nationally, | 
there are still weak spots, notably | 
in the East. 

Mr. Riggio claims to know more | 
tobacco retailers than any other 
man. Despite his enlarged re- 
sponsibilities he still makes sales | 
trips now and then. Last year he 
made five. 

If people would stop spreading 
rumors, and asking him about| 
them—and would just let him go) 
to work selling cigarets, he’d be) 
happy. 


Stocks Down in March © 


Stocks of newsprint on hand 
and in transit at the end of March, 
1948, declined to 32 days supply | 
for daily newspapers, represent-| 
ing a decrease of two days supply | 
compared with stocks on hand at! 
the end of February, 1948, accord-| 
ing to the American Newspaper 
Publishers Association, New York. | 
Stocks of 32 days at the end of| 
March, 1948, compare with 29 days | 
at the end of March, 1947. 

Daily newspapers reporting to 
the ANPA used 338,337 tons of 
newsprint in March, 1948, com- 
pared with 302,672 tons in March, 
1947, an increase of 11.8%. The! 
total estimated newsprint con- 
sumption in the United States for 
March, 1948, was 442,271 tons. 


Caterpillar Ups Adams 

-. M. Adams, a district repre- 
sentative serving the eastern sales 
» § division, has been transferred to 
the advertising department of 
Cc — Tractor Company, Pe- 
oria, 


Times’ to Bow in June 
The Times, a new dai'y news- 


Peper, will begin publication 
around June 1 in Oak Ridge, 
Tinn. The publishing firm is 


; headed by George P. Chandler, 
former state senator. 


Last Minute News Flashes 


/'Wagoner Moves from Schlitz to Blatz 

MILWAUKEE — H. S. Wagoner, former director of central sales for 
| Joseph Schlitz Brewing Company, has been appointed director of 
sales for Blatz Brewing Company, replacing H. G. Lampman, who 
resigned recently because of illness. Mr. Wagoner was general sales 
| manager of Blatz before joining Schlitz in 1943. 


Borden Promotes Salad in N. Y. Area 


New York—The Borden Company is promoting a ready-made salad 


Cuicaco—Chiffon soap flakes, a product of Armour & Co., will offer 
|| five packages of flower seeds for 15 cents and a Chiffon box top in 


in containers in New York City and Westchester newspapers. Young | 
_ | & Rubicam, here, is the agency. 
_ Armour Uses Seed Offer for Chiffon Flakes 


60 Sunday newspapers and on the Armour “Hint Hunt” program on 
|CBS. The agency is Foote, Cone & Belding here. 
SALES ROSE—As a result of the 150- | : 
ine copy carey renting Charlie McCarthy Paramount Starts 
in major markets, G. Barr re- 
largest in Has Line Trouble Screen Television 
istory—an plans more of same for Ho_LLywoop—Edgar Bergen and | 
next fall. Charlie McCarthy did their vegu- |P rograms in N. Y. 
Standard Brands’ stint April! New Yorx—-For Paramount Pic- 
Barr Sales Rise; but the | tures, at least, theater screen-size 
| broadcast turned out to be an ex-| television is here. 
Plans Expanded |clusive for the students of Clare-| [Last week in the Paramount 
D . f F 1] mont College, Pomona, Cal., from Theater here a 20-minute telecast 
riverorrda it ‘of a Navy boxing bout was shown 
Om. ecause 0 ine alilicul- | along with the feature film and 
hing |ties, the broadcast, which didn’t stage show. 
cided to concentrate its advertis- | °V°" reach Hollywood listeners 75 | The motion picture company, 
ing in rotegravure sections of | Miles away, was heard by none | which has been working for some 
selected Sunday papers in its mar- | of the regular NBC coast-to-coast ‘time on the system of filming tele- 
bitin aed fest week re- | audience. Instead they were en-/|casts directly from a_ television 
ported that “enlos of Balm Barr | ‘er tained with an interlude of | receiver and projecting them 66 
hand lotion for the current 1947- | Piano a seconds later on a large screen, 
48 season have been the largest in|. J. Walter Thompeon Company staged the showing at a “sneak 
the company history.” in New York said the telephone unannounced to the 
As a result of the successful 
switch in advertising policy, G. 
|Barr & Co. is planning a greatly 
expanded drive to break this fall. 
While budget and schedule de- 
tails have not yet been announced, 
\it is understood that the basic 
|pattern of 150-line or larger roto 
lads will run in some 30 major 
|markets from Cleveland west to 
the Coast. 
H. W. Kastor & Sons here con- 
tinues to direct all advertising on 


ithe account, despite an erroneous | 


report, which appeared in another 
publication, crediting a different 
agency. 


Dockarty to Edit 
New ‘PR Digest’ 


WASHINGTON—A magazine in the 
public relations field is contem- 
plated in the near future by Pub- 
lic Relations Publishers, a new 
firm located here. 

The magazine, “PR Digest,” is 
to be introduced within the next 
30 days under the editorial direc- 


ington public relations counsel 
and executive director of the 
American Public Relations Asso- 
ciation. 

With 81%x1l-inch, three - col- 
umn page, initial issues will have 
a controlled circulation of 2,500 
and will contain advertising. Sid- 
ney S. Haimes, president of 
Haimes Litho-Labs, is business 
manager. 


NY Adclub Nominates 
Andrew Haire President 


Andrew J. Haire, president of 
the Haire Publishing Company, 


|lines somehow were fouled up by 
‘AT&T crews setting up facilities 
for a dial phone system. 


The line failure meant a loss | 
of about $15,000 in time revenue | and sharpness of a newsreel, but | “They'll 


'for NBC, which also owes Lucky 
|Strike for two minutes and 5 sec- 
onds of dead air during the Jack 
Benny show earlier the same eve- 
ning. More line trouble, NBC 
said. 


Extended 


Through April 

New YorK—PM was assured of 
at least two more weeks of life as 
Marshall Field—who originally set 
|March as the end of his sponsor- 
ship—agreed to continue to foot 
|the tabloid’s bills until the end of 
(this month. 


The extension was granted on) 


the same basis as the earlier ones 
permit continued negotiations 
|with prospective buyers. A new 
|buyer loomed on the scene last 
week: Bartley Crum—San Fran- 
|cisco attorney and writer, who 


ANPA Reports Newsprint ‘tion of Charles T. Dockarty, Wash- ‘also is president of the Thackrey 


West Coast stations, KYA, San 
Francisco, and KLAC, Los An- 
geles. A Field spokesman admitted 


touch with Mr. Field’s agents, but 
declined to say whether Mr. Crum 
was any closer to buying the 
newspaper than any of several 
other purchasers who have been 
rumored during the past few 
weeks as likely to buy the tabloid. 

One prospective purchaser, 
Leonard V. Finder, publisher of 
‘the Manchester Leader, last week 
took himself out of the PM sweep- 
stakes. “Our study of the situa- 


| 
| 


ition inherent in the paper itself | 
| New York, has been proposed for | has caused us to doubt whether 


preview,” 
‘theater audience before it went 
on and to the press only a few 
hours in advance. 

The pictures lacked the clarity 


See N. Y. Printing 
Settlement After 
Weekend Parley 

| BULLETIN 

New York—Committees repre+ 
‘senting 13 New York dailies and 
their composing room employes 
reached a tentative agreement 
Wednesday on a new contract, 
calling for a 10% wage increase 
of $9 a week and no change in the 
basic 36%4-hour work week. This 
‘brings New York’s newspaper 
composing wage scale to the high- 
est level anywhere in the country. 
The agreement was subject to 
ratification by the membership at 
a meeting April 18, and to review 
by ITU’s executive council. 

The pact includes security 
clauses similar to those agreed to 
by the employing printers (AA, 
March 22), and does not eliminate 
the “bogus clause.” This clause 
refers to resetting of prepared ad- 
vertising copy, and the publishers 
had sought its elimination; the 
‘union, however, agreed to extend 
the time limit on resetting from 
the present four days to seven 
_working days. 


| New York—As AA went to 
press last week, the opinion of 
informed circles was that a settle- 
‘ment of New York’s newspaper 
‘and job printing difficulties might 
‘come from the Sunday (April 18) 
‘meeting of ITU’s Local 6. 

| It was expected that the meet- 
‘ing would have wage proposals 
from both employing printers and 
and that the union 


newspapers, 
‘could accept or reject them. 
have the offers, and 


were sufficiently clear to bring in | they’ll either buy them or not,” a 
the customers and keep them in-| spokesman for employers told AA. 


to AA that Mr. Crum has been in|} 


terested for such events as the 
Louis-Walcott bout. Paramount is 
negotiating to obtain the theater 
rights to this event. 


May Be Daily Feature 


Paul Raiborn, vice-president of 
the company, indicated that Para- 
mount hopes to begin showing 
news events through television at 
least twice weekly here. Later 
these on-the-spot newsreels may 
‘be made a daily feature. He said 
‘the company also is contemplating 
the same type of service in its 
theaters in other cities. 
| By-passing local television sta- 
tions, which have refused to per- 
mit pickups of their programs in 
‘movie theaters, Paramount used 
\its own microwave relay setup. 
According to Mr. Raiborn, Para- 
mount has the “first and only ex- 
clusive license for theater tele- 
vision relays.” WPIX, the Daily 
|News station, cooperated in the 
‘event, its staff filming the shots. 
| The 7,000-megacycle microwave 
‘frequency used by Paramount 
‘could not be tuned in by current 
television sets, it was pointed out. 

Mr. Raiborn said the admission 
‘charge might be increased for 
such events as the Louis-Walcott 
|bouts to help cover the expenses 
‘of obtaining the rights. 


Pacific Hooperatings 
Put Benny in Ist Place 


The March “Advance Pacific 
|Hooperatings” shows Jack Benny 
|in first place among the first 15 


president of the Advertising Club|we could be successful,” he told | eyening programs, with Bob Hope 


of New York by the nominating 
committee. Also proposed are: 
Stanley Resor, president, the J. 
Walter Thompson Company, for 
vice-president, three years; John 
H. Ryder, president, Norm Adver- 
tising, Inc., vice-president, 


| reporters. 


‘Studies Researchers 


A. S. Bennett Associates, New 
York, has prepared in booklet 


second and Fibber McGee and 
Molly third. 

The average evening rating was 
'10.1, down 0.4 from the last re- 
/port, and up 0.6 from a year ago. 
The report showed the average 


one|form the results of a survey on! daytime rating as 4.4, up 0.2 from 


year, and James A. Brewer, presi- | market researchers, entitled “Re- |the last report, and up 0.6 from a 


dent, Brewer - Cantelmo, 
treasurer. The nominations will 
be acted upon at the annual meet- 
ing on May 11. 


To Rodgers & Brown 


Morse Laboratories, New York, | ager and creative head of the tion of the media department. 
appointed | Harry B. Cohen Advertising Com-| formerly was with Foote, Cone &| ville. 


drug products, has 
Rodgers & Brown, New York 
handle its advertising. 


the survey are available at $2 
| each. 


| Cohen Boosts Aleshire 


Inc.,| searching Researchers.” Copies of| year ago. 


Kucera Joins Biow 


| John Kucera has joined the 
Biow Company, New York, as 


The job shop-ITU controversy 
/was still stuck on the wage ques- 
tion, and Local 6 was understood 
‘to have receded from its original 
demands for a shorter work week 
from newspaper publishers. 


CHICAGO NEWSPAPERS, 
JOB SHOPS NEGOTIATE 

CxHicaco—Charles MacKinnon 
'of the Franklin Association, which 
/represents 43 major printing shops 
shut down here, said last week 
that he does not expect Local 16 
of the ITU here to settle their 
|/wage and rules demands for sev- 
|eral weeks. 

Mr. MacKinnon indicated that 

'negotiations were continuing with- 
|out any apparent progress and that 
'some employers believe Woodruff 
Randolph, president of the ITU, 
and other union officers are stall- 
‘ing until after the coming ITU 
election. 

Meanwhile, newspaper publish- 
‘ers here have exchanged pro- 
posals with Local 16. The latter 
‘asks $22.50 to $27.80 more weekly 
and a 32% rather than 36%4-hour 
work week for first and second 
shifts. The publishers offer to 
raise wages $6 weekly from $85.50 
to $91.50, for 36% hours. 

The newspapers call the union’s 
refusal to handle struck work an 
‘attempt to “get around” the Taft- 
Hartley Act, and say they will 
have no part of it. 


Louis Lerner Promoted 
Louis L. Lerner has been named 
‘executive vice-president and a 
|member of the board of directors 
of Allied Home Products Corpora- 
| tion, Beloit, Wis., maker of deter- 
|gents, insecticides, disinfectants, 
|waxes, polishes, cleaners and 
‘beauty aids. He was formerly 
technical director and superin- 
tendent of the company’s Pater- 
son, N. J., and South Beloit, ML, 
| plants. 


| Takes Over KXRJ 


Valley Broadcasters, Inc., Rus- 
sellville, Ark., has been granted a 


_ Edward Aleshire, general man-| head of the radio time buying sec-| charter by the Secretary of State 


| pany, New York, has been elected 


| vice-president of the agency. 


He 


| Beldin 
cam. 


g, NBC, and Young & Rubi- 


operate Station KXRJ, Russell- 
C. R. Horne, Joe D. Shep- 
‘herd and Jerrell A. Shepherd are 
principals of the organization. 
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Libert 


Magazine 


Advertising Offices . . 
Detroit, Los Angeles 


(x) A.B.C. Publisher's Statement Dec. 
Est. Wholesale Checkup for March 


todays best example 


Liberty Magazine’s new Home Section will be introduced in the June issue. 


Liberty's Editors are informing readers that “every month this new section 


will bring Liberty’s men and women readers practical, workable counsel 


on making the American home more livable at low cost”. 


MORE SERVICE to Readers Is Our Aim! 


The vital, progressive families in the Middle Mil- 
lions are right now earning the highest peacetime 
incomes they've ever known. Yet they are ponder- 
ing, delaying and deferring purchases of many 
family and home items because of inflated living 
costs, high taxes and high prices! 


Liberty believes this gap should be bridged. So 
Liberty will provide these families with factual, 
budget fitting editorial guidance on the best values 
among today’s branded products. This information 
will cover household electrical equipment, house 
furnishings, kitchen equipment and supplies, paints 
and varnishes, window coverings, radio and tele- 
vision, automobiles, fabrics, food products and food 
beverages and dozens more. 


This will not only assist Liberty readers in further- 
ance of their family development and home com- 
fort plans, it will also aid considerably in keeping 
a “free flow’ of goods between manufacturers and 
consumers. Liberty will further expedite the move- 
ment of goods through merchandising at the point 
of sale in retail stores all over the country. This 
program will be explained in detail soon. 


The Home Section is an extra plus to the regular 
Liberty down-to-earth articles, adventure fiction, 
book condensations and other features that during 
the last quarter of a century have attracted and 
held millions of loyal Liberty readers. Every line 
will continue to be written and edited to reflect 
the needs, hopes and aspirations of workaday 
Americans. 


MORE SALES for Advertisers Will Result! 


Liberty's remarkable newsstand vitality is wanmatched by any other 
general magazine! While many leading publications had newsstand losses 


. New York, Chicago, 


Life 
S. E. P. 
Collier's 
Look 


during 1947 and the first quarter of 1948, Liberty gained 418,563 in news- 
stand sales! Liberty’s current total net paid circulation is 1,670,595!(x) 


2. Even if you Buy All Seven, you only reach a fraction of Liberty's 
7,500,000 readers. Think of it! You can’t adequately cover Liberty's Middle 
Millions with a// 7 of the general magazines combined! Liberty duplica- 
tion (*) readers of other magazines are: 


4.9% American. . .°. 5.6% 
5.6% Cosmopolitan . . 5.9% 
6.8% Redbook . . « 64% 
6.4% 


Take the easiest, the most economical, the on/y way to the minds and 
pockets of Liberty's huge buyer group. Be Ad-wise and Advertise in Liberty! 


(*) Starch Reports Published in 1947 
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